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HE DEPENDABLE PERFORMANCE 


of Apex Cleaners, Washers, lroners, and Refrigerators has won 
for them nation-wide acceptance. Add to this their appealing 
beauty of design, numerous and unique convenience features, 
wide range of models and prices, ample margins, and you 
have the most profitable line of major elecirical appliances 
built by one manufacturer and sold under a single brand 
name—a complete line that includes an ap- 

pliance to feature each season of the year. 


Apex lroners bring relief to the well-known 
summer slump. Five handsome models to 
offer prospects, beginning with a price leader 
of outstanding merit and ranging upward 


to the short, snappy brood- 
casts of “Helpful Harry” 
sponsored by The American 
Washing Machine Manvfac- 
turers’ Ass. every Tuesday and 
Friday morning beginning — 
Aug. 20 over 28 stations from // 

coast to coast. f 


to the handsome 502-C Apex deluxe Ironer illustrated above. 


Features: Thermostatic heat control. Floating roll that automati- 
cally moves to the chrome plated shoe. Both ends of roll unob- 
structed. Motor cooled by forced ventilation. All controls within 
easy reach of right hand. Emergency release lever conveniently 
located in safe position. Controls give instant action. Non-tip- 
ping base. Concealed casters. Folding end-shelf. Cord hooks. 
Vitreous porcelain table top. Pilot light. Finished 
in all white with ebony black base. For complete 
catalog, prices, and other information, write 


APEX ROTAREX CORPORATION © CLEVELAND, 0. 
Subsidiary of The Apex Electrical Mfg. Co. 


West of Denver APEX ROTAREX MANUFACTURING CO., Oakland, Cal. 
In Canada THE ROBERT MITCHELL COMPANY, LTO., Montreal, P. 2 


Washers, Ironers, Refrigerators In Use 


More Than 21/2 Million Apex Cleaners, 
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ON THE AIR 


ELCOME news from the 
Washing Machine 

Manufacturers Association 
appears on page 5, The washer men 
are launching a country wide broad- 
cast’ campaign. Twice a week 28 
stations will carry the home laundry 
story into the nation’s homes. The 
program is built around a character 
appropriately named Helpful Harry, 
who will, we hope, become one of the 
popular voices on the air and be help- 
ful alike to housewife and appliance 
dealer. 


ELECTRICAL MERCHAN- 
DISING speaks for the entire appli- 
ance trade in congratulating the 
American Washing Machine Manu- 
facturers Association for this progres- 
sive step. Cooperative promotion has 
always produced results in the elec- 
trical field, not only in stimulation 
of immediate business, but in better- 
ing distribution through the sense of 
common effort and objective created 
in all branches of the trade. The Re- 
frigeration Bureau and the Better 
Light-Better Sight promotion are two 
examples of the benefit of cooperation 
starting from the manufacturers and 
spreading through every electrical 
channel. 


The time is propitious for this 
washer drive ; figures on home laundry 
equipment sales for the first six 
months show that the market is re- 
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ceptive: washer unit sales are 1.3 per 
cent greater than last year’s record 
showing and ironer sales are ahead 
of 1934 by 12.2 per cent. Prices are 
steady and profits can be made. The 
green signal is on for more and better 


home laundry busines: 


SALES STIMULUS 


HE FHA continues to broaden 

the opportunity under its financ- 
ing. It is now ruled that every re- 
sponsible person, regardless of whether 
he is a home owner, is eligible for 
a loan. Building repairs, painting, 
heating, roofing have been the biggest 
beneficiaries from FHA loans; but 
appliance business has been showing 
steady gains and now that house 
renters and apartment tenants can ob- 
tain loans, the field is much enlarged 
for the sale of refrigerators, ranges, 
water heaters, washers and ironers. 


Local interest and promotion has a 
great deal to do with increasing ap- 
pliance sales through FHA loans. Los 
Angeles, for instance, is leading the 
country in FHA dollars loaned per 
capita. In that city the Bureau of 
Power and Light, working with a fin- 
ance organization, is responsible for 
a month by month increase in loans 
for the purchase of electrical equip- 
ment. January loans were $35,200; 
February $79,850; March $125,000; 
April $146,000. Seventy to 80 per 
cent of these amounts went for ap- 
pliances. 


EXTEND EHFA 


government agency 
is becoming increasingly impor- 
tant in appliance financing. The Elec- 
tric Home and Farm Authority op- 


erating in Tennessee Valley territory 


is now buying appliance paper at a 
rate of nearly $3,000,000 a year. The 
first financing offered was on TVA 
models only of range, refrigerator and 
water heater. For some months now 
the purchase of appliance paper has 
been extended to standard models of 
these appliances when made by ap- 
proved manufacturers, with the re- 
sult that as much as $80,000 worth 
of paper has been discounted in a 
week. Experience so far shows a very 
tow rate of delinquency and few re- 
possessions. Dealers are enthusiastic 
over the assistance given. Due to low 
rates and long terms the market of- 
fered by lower income families is be- 
ing reached. Dealer credit is strength- 
ened and collections improved. 

The statement that EHFA financ- 
ing will be extended to other sections 
of the country continues to come from 
well informed sources in Washington. 
Thanks to the appliance financing 
policies of a growing number of utili- 
ties, the dealer’s situation in regard to 
handling of time payment paper is 
improving. A general extension of 
EHFA accommodations would quickly 
give the dealer trade an even break 
on installment terms. 


ry. 
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te the short, snappy morning broadcasts by 
Helpful Harry, for the American Washing 
Machine Menvufacturers’ Association. Twice 


@ week over stations scoftered from coast to 
coast. Thrifty housewives will thoroughly enjoy 
these breezy broadcasts of helpful household hints. 


bat will 


Gis 


“WES Gol 
yen fo wash geainlf 


2 
Launvenen CarMents... 
Look beter... Lat longet 


ul 


ri 


APER CARTON - VAC - E STONE - COMMON - 
SOMERAL CLEC HAPPY BAT - BOSTON - HOTPOINT - 


PRESSURE 
CLEANSER 


fact that (8 oF following leading makes of dectric washer | 
osen Prestnve Cleansers as stammard equipment: 


AD OSS GENERAL ELECTRIC NORGE WESTINGHOUST 


ON HAPPY DAY MEADGWELONE MINUTE woOODROW: 
ONE BDELITE ORTON NATIONARE THOR. ZENITH 


PAGE 2 . AUGUST, 1935—ELECTRICAL MERC 


\NG Nea § 
EN 
2 
‘ Ke, Cir 
TAL, f/ 
Z Rin, - | 
ad 
fail 
apprare = ~ ~ vow 
ne, Um, 
| 
y 


EGINNING Tuesday, August 20, the American 
Washing Machine Manufacturers’ Association 

will start a series of broadcasts on each Tuesday and 
Friday morning over twenty-eight stations scat- 
tered from coast to coast. This effort, the first of its 
kind in the history of the washer industry, is welcome 
news to the Lovell Manufacturing Company, because it 
should tend to stimulate 
sales of electric washers. 


For many years Lovell 
has devoted its national 
advertising to the pro- 


{OVELL EQUIPPED 
{LECTRIC WASHER 


SAVES CLOTHES 
«SAVES TIME 
SAVES 
SAVES MONEY 


motion of the electric 
washer as providing the 
most economical and 
satisfactory method of 


prolonging their life. 


The Lovell.advertise- 
ment ilfustrat- 
ed at the top 
of the oppo- 
site page ap- 
pears in the 
August 17 issue 
of The Satur- 
day Evening 


cleansing clothes and 


Post, and carries the first nation-wide announcement 
of the Association’s new radio program. 


These broadcasts will give listeners helpful hints on 
correct methods of home laundering with the aid of 
a modern electric washer. However, these educa- 
tional programs cannot cover the entire ground or 
even touch upon the many outstanding features of 
today’s finely built washers. Therefore, Lovell en- 
courages every retailer, who wants to get the most 
from this radio campaign, to make sure now that his 
sales organization is fully instructed on every 
feature of the particular makes of washers sold. 


To retailers and salesmen who sell any of the famous 
makes of washers equipped with nationally adver- 
tised Lovell wringers, Lovell offers free of charge 
instruction folders that point out the many exclusive 
advantages of the Lovell Wringer—the pressure 
cleansing feature. The conveying feature. The sturdy 
interlocking structural steel frame. The never-failing 
safety release. Adjustable balanced pressure for 
protection of delicate fabrics. Oil-less bearings that 
can’t soil clothes. Lovell hand-made laminated rolls 
that give years and years of service, and many 
additional features that when thoroughly explained 
win the orders of prospective buyers. 


A new and bigger market for electric washers is 
near at hand. Let’s go! 
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The ABC ‘Super Washer 
The World's greatest Washer value . 


other wosher ever built. 


One of the nation’s leading merchandising authorities says—,‘Sell only those lines of woshers for which 


there is o well established lroner as o companion”. . . ABC gives you the fastest selling Ironer line in 
lroner Soles History . . . modern styling, low prices, exclusively designed, full featured, high quolity 
ABC Ironer units. This is an lroner yeor . . . ABC IRONERS ARE SELLING . . . Gel your share of 


hos 
more safety and convenience features than any 


There is but ONE 
loundry unit that 


clothes. 


this next, big, “gravy-train” market NOW! 


ABC Cabinet 
ironer 
Model WA 
A new ideo in 
cabinet style 
lroners . . . the 
biggest lroner 
Valve on the 

market. 


AMERICA’S LEADING 


ABC Spinner — Model 75 
inner... ABC Builds it 
‘oshes, Rinses, Blues 
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LINE 


ABC is without question the fastest selling, complete Line of Washers 
and Ironers in America todoy . . . Why? . . . Outstanding merchandise, 
more worthwhile solety ond convenience feotures thon on ony other 
washer and ironer line ever built . . . Eye-appeal, modern styling . . . 
. . « lowest proven record of up-keep 


and repoir cost in the Elec- 
trical Appliance Industry 


less? 

Write or wire for all the 
facts about the ABC fron 
chise 


1900 


PEORIA, 
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é = . . Why be satisfied with 
A fast selling, Highly profit: 
.. . A Beautiful 
ee WASHERS AND IRONERS 


The American Wash- 
ing Machine Manu- 
facturers Association 
Launch Cooperative 
broadcasting cam- 
paign to carry the sto-. 
ry of domestic washing 
and ironing to the 
country. 


AIR 


Buffalo, 
Chicago, Ill. 
Cincinnati, Ohio 
Cleveland, Ohio 
Dallas, Texas i" 
Davenport, lowa 
Denver, Colo. 

Des Moines, lowa 
Detroit, Mich. 


By C. G. Frantz 


President, American Washing Machine 
Manufacturers Association 


OR the first time in history 

The American Washing Ma- 

chine Manufacturers’ Associa- 
tion will present a united front to the 
vast army of people who sell and use 
electric washers and ironers. 

Beginning Tuesday morning, Aug- 
ust 20, the Association, composed of 
the leading-makers of electric washers, 
will inaugurate a series of five minute 
broadcasts on Tuesday and Friday 
mornings of each week. These pro- 
grams will be broadcast over twenty- 
eight stations carefully selected to 
cover the country from coast to coast 
in centers wherein lie the greatest po- 
tential markets. 

This promotional effort on the part 
of manufacturers of electric washers 
and ironers is the result of many long 
conferences, concluding in an unani- 
mous decision of the Association’s exe- 
cutive committee. This committee is 


composed of : 


E. N. Hurley, Jr., President of the 
Hurley Machine Company, Chi- 
cago, Illinois. 

G. M. Umbreit, Vice President, 
The Maytag Co., Newton, lowa. 

C. G. Frantz, President, The Apex 
Flectrical Manufacturing Co., 
Cleveland, Ohio 

Moynihan, "Secretary, The 
Blackstone Manufacturing Co., 
Jamestown, N. 

A. H. Labisky, President, The Bar- 
ton Corp., West Bend, Wisconsin. 

L. G Upton, President, Nineteen 
Hundred Corporation, Bingham- 
ton, N. Y. 

J. R. Bohnen, Executive Secretary, 
The American Washing Machine 
Manufacturers’ Association, Chi- 
cago, Illinois. 

This campaign will be financed en- 
tirely by the association. We hope, 
however, that in many centers not in- 
cluded in this first series of broadcasts, 
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Los Angeles, Calif. 
Memphis, Tenn. =WREC 
Milwaukee, Wisc. WISN 

_ Minneapolis, Mina. wcco 
Nashville, Tenn. WLAC 
New York, N.Y. WOR 
Philadelphia, Pa. WCAU 
Pittsburgh, Pa. WCAE 

Portland, Ore. = KEX 
Salt Lake City,Utah KDYL 
San Francisco, Calif. KGO 


the leading washing machine retailers 
can be organized to contribute sufh- 
cient sums to pay for the time on the 
air. In most instances this will be a 
very small charge, especially when the 
total cost is split among a number 
of dealers. In such instances the Asso- 
ciation will furnish to these dealer 
groups free of charge electrical trans- 
cription records of the same programs 
that the Association is sponsoring. To 
these records the local announcer can 
add whatever additional information 
these local groups may decide upon, 
giving the names of the members of 
the local groups as sponsors, announc- 
ing prize contests, etc. 

It is estimated by radio statisticians 
that the twenty-eight stations that will 
broadcast the Association programs 
will reach a primary market of twelve 
million people and a secondary market 
of approximately the same number. 

The executive committee of the As- 
sociation believes that this additional 
effort, supplementing the considerable 
volume of retailers’ newspaper adver- 
tising, will not only tend to increase 
sales activity on washers, but will also 
help to spur on the fast growing de- 
mand for electric ironers. 

The programs are entirely of an 
educational nature, with a character 
known as “Helpful Harry” broad- 
casting a series of unique ideas for 
the better management of the home 
under the title of “Helpful Household 
Hints”. 

The programs open and close with 
Home, Sweet Home as the theme 


(Please turn to page 49) 


The Home Laundry Goes 


“HELPFUL HARRY” 


“HELPFUL HARRY” the star of the Ameri- 
can Washing Machine Manufacturers’ 
new radio program, is Ben V. Braker i in 
an life and only as recent us 1933 was 
a barker for the Ringling Bros. oneal 
-& Bailey Circus. 

Fool questions—“Can a tiger lick a 
lion?” and the like, got him to thinking | 
that a radio program built around a 
lot of questions and answers of the hu- — 
man interest sort would click. 4 


When he got back to St. Petersburg, 
Fla., his home town, he quit the circus — 
“and jumped into radio. His idea was 
taken up and sponsored by an oil compa- 
ony. An NBC scout picked him up and 
brought him to New York and from 
there he. went to Station WOR w 
during 1934, his program of little ek 
facts and human interest stuff clicked 

' in a big way. The NBC network picked — 
him up again and his broadcast went 
out over WEAF and WJZ. 


It was his wife who got him started 
a new angle. 
“Your programs are interesting,” she 
said, “but you have a lot of women 
listeners — housewives who want to 
-know short cuts in household tasks. 'd 
like to know why I can’t make puffy — 
biscuits or how to take on ink-stain out — 

of a doily. You know.” 

“Helpful Harry” knew. And Ben — 
Braker, after a little intensive research, 
is keeping housewives up to scratch on 
household hints — the sort of stuff that. 
_used to appear in the rural weekly news- . 
papers under the head “Did You 
Know”—? 
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By GERALD E. STEDMAN 


HE difference between a mer- 

chant who is always on his 

toes and a dealer who is usu- 
ally flat on his back largely depends 
upon whether one keeps his ¢yes open 
or closed. Things happen a-hundred 
times each day from which we can 
take merchandising advantage if we 
are only smart enough to bend them 
to our purposes. Studying the shell 
of a lobster served at a dinner, Watt 
discovered the model for iron tubes 
to carry water under the Clyde. The 
shipworm’s burrowing methods are 
responsible for tunnels under the 
Thames. The pendulum method of 
time measurement came from observ- 
ing the swinging lamp in the leaning 
tower of Pisa. History is crammed 
with instances of reward that goes 
to those who are able to observe, 
adapt and apply. It is smart business 
to keep alert — any good merchant 
knows that! 

Alertness springs from discontent 
with things as they are. Because the 
successful merchant is so chronically 
dissatisfied, his observation is keen. 
On the other hand, the average dealer 
remains too contented and satisfied. 
He hasn’t much desire to know or 
to improve. He may take a lot of 
trade magazines but he seldom finds 
time to read them. He may attend 
a lot of dealer meetings but he doesn’t 
get there until the entertainment 
starts, and he always leaves right after 
dinner. 

It was my pleasure this month to 
speak at Toronto before one of the 
keenest groups of merchants I have 
ever seen. The great house of Rogers- 
Majestic had assembled 1,500 dealers 
at a three day convention there from 
all over the dominion. Among them 
were many of the most alert merchan- 
disers I have ever encountered—and 
I've met plenty. Some traveled over 
2,000 miles to attend—and without 
exception they were the ones who al- 
ways had their notebooks out. After 
a great luncheon, as the convention 
settled into its important, final ses- 
sion, about half of the 1,000 attend- 
ing got up and left. They were the 
dealer type. They had come from 
nearby to eat. A convention was a 
sponging opportunity to them. It made 
their heads ache to have to listen. 
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Most of them probably thought they 
knew too much anyway. | watched 
carefully and saw the six men I had 
talked to in the morning—who clearly 
showed they needed to learn most 
about merchandising — get up and 
leave. But everyone of the 14 unusu- 
al merchants it had been my pleasure 
to visit with, stayed. 

A week later 1 was in Rochester, 
N.Y., talking before the Electric 
League. At that evening session, torrid 
as was the temperature, the keenest 
salesmen of the city took notes for 
90 minutes and were hungry for more 
information. A single salesman was 
pointed out to me before the meeting 
as below par . . . and he was the 
only one who left. Probably had a 
date with his girl! 


HERE is no royal road to success 

in electrical merchandising. It ts a 
serious business, demanding a lifetime 
of painstaking study and application. 
There is no room in it for the con- 
tented, nor for those who have no 
desire to learn. Countless opportuni- 
ties to improve, to grow, to gain added 
volume and patronage abound all 
around us. Ideas from customers, em- 
ployees, salesmen, dealer meetings and 
the trade press cry for the chance to 
be thrown into action. It takes alert 
observation, skill in adaptation and 
good follow through. There is the 
instance of a refrigerator salesman in 
Omaha who found himself eating 
breakfast at a restaurant counter next 
to the driver of an ice wagon. After 
the usual “How’s business?”’, he bet 
the ice man that he didn’t have ten 
customers who used over $4 worth of 
ice each month. “I'll take that $10 
bet, here’s my book’’, said the ice man. 
Seeing his gullibility, the refrigerator 
salesman refused to pay it until they 
could be checked. Copying names and 
addresses, he settled the bet and the 
next month the ice man wondered 
why he had lost his best customers. 
That is alertness. This chap had 
everything—he observed, he adapted 
and he followed through. 

In a recent issue of Electrical Mer- 
chandising, I counted 413 separate 
ideas that could be adapted by any 
appliance merchant to increase his 


business. Think of it! Nearly 14 ideas 
for each day of the month. at is 
why it is so closely and completely 
read by appliance merchants. But, un- 
fortunately, dealers are too busy 
wrestling with their problems to 
spend time reading it to find sure 
ways of solving them. And how they 
howl at the perversity of circumstance 
when smaller competitors rise above 
them. 

In a little Wisconsin town, close 
to my summer home (the family lives 
there—I have to work, thank God, 
during summer) a big hardware store 
threw out its line of electric refrigera- 
tors, claiming they couldn’t be sold. 
Around the corner, however, a little 
electric shop has so far moved 64 units 
and now the big hardware man, losing 
other business as well, is brittle in his 
criticism of the enterprising competi- 


tor and lays his own failure to the 
fact that the town has less than 500 
population. The real fact is that he's 
asleep while the other chap is awake. 
Go in any night, after the store has 
closed (and that is usually after 10 
P.M.) and you'll find this little chap 
growing bigger by studying the trade 
press, and that is the most effective 
kind of observation after all. 

Now I'm going to stick my chin 
out in what appears to be a passing 
aside, but in truth, I believe it to be 
one of the giant reasons why many 
men fail—they are too interested in 
being family men. They are too anx- 
ious to close shop to get home to eat, 
to sleep or to . . . well, to get home. 
At night, they spend too much time 
playing with the children. They per- 
mit their wives to usurp too much 
of their time doing little chores or 
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entertaining them. Home is the great- 
est force and the greatest source of 
enjoyment in the world. Its very at- 
tractiveness, however, may pilfer a 
man’s thought, time and drive to the 
point of ruining him, from the stand- 
point of climbing in business. 

After all this, let me get down to 
the question at issue— the need for 
a keen and unrelaxing hunt for traffic- 
pulling stunts. There is no greater 
merchant problem than this—and none 
that demands more alert observation 
or skillful application of new ideas. It 
is a problem that is never licked. 
The magnet that pulls people into 
your store loses its power and some- 
thing fresh must be used. Providing 
the constant promotion has a good 
chance of" pace, a merchant can keep 
stimulating more trathc than would 
otherwise come, year after year by 
weekly ideas which identify his store 
as the electrical appliance center where 
something is happening all the while. 
That is real merchandising. 

When the nigger-rich public, before 
the depression, were more interested 
in outside pleasure and ostenation, 

conveniences ranked lower in 


elective purchasing desire. They more 
often got second call on the consum- 
er’s dollar, compared with fur coats 
and luxuries, than now. Electrical ap- 
pliances were seldom bought by a 
woman coming voluntarily to the 
store. They had to be sold, which 
meant that until an appliance mer- 
chant directed a strong selling urge 
outside his store, he missed nine ot 
each ten prospects around him. 


OME conveniences still have to 

be sold. Outside selling is still 
the important consideration. But the 
focus of social interest has moved in- 
side the home to a greater extent. 
Women are more interested in home 
conveniences than ever, as a result 
of having to live more at home be- 
cause of depression hardships. 

A recent investigation, although 
limited, is indicative that such appli- 
ances as electric ranges, refrigerators, 
washers and vacuum cleaners, together 
with many ‘minor electric appliances, 
are much higher in elective purchas- 
ing preference than they were in 
1928-1929. That means that more 
women can be attracted into the store 
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IDEAS and tips can be turned into traffic and 


sales .. . successful appliance merchants are 


alert to suggestions from many sources... 


ILLUSTRATION BY 
B. W. SCHLATTER 


now than then. It indicates that agreater 
percentage of total volume should be 
gained from inside selling, as com- 
pared with outside selling, than then. 
Where a merchant was lucky to get 
15 per cent of his vacuum cleaner sales 
from floor selling in 1928, he ought 
to get nearer 50 per cent now. Our 
thought during the past few years has 
been largely centered on making the 
sales dollar turn over outside the store. 
It is now time to capitalize on this 
new interest by the use of weekly 
trafhic-pulling stunts,developed to at- 
tract more patronage into the store. 
The hole-in-the-wall dealer with a 
large outside organization ought to 
think about moving his place of busi- 
ness to a location that is easier to reach, 
or at least, remodeling his dusty store, 
used largely as a warehouse or a con- 
gregating point for his direct salesmen, 
to where it would now be an attrac- 
tive display floor, enticing to store 
traffic. 

The fact that Norge Division of 
Borg-Warner Corporation, in a series 
of 65 city showings of their humor- 
ous extravaganza, “The Freedom of 
the Shes”, pulled a total audience of 


how to go about finding 
them is the theme of this 
fifth article in a series 
on electrical dealer’s 


sales problems ... . 


250,000 women to applaud a com- 
mercial play, seting forth the advan- 
tages of appliances, is definite 
proof of this new consumer interest, 
and of the fact that women can be 
attracted to any store that skillfully 
concocts a series of traffic-pulling 
stunts, aimed to feminine psychology. 
A clue, from the basic standpoint that 
I haven't place to elaborate here, is 
that such stunts should be educational, 
dramatic, emotional or curious in na- 
ture. The secret is to attract women 
into the store from these other angles, 
and turn it to selling when they ar- 
rive. If you attempt to attract them 
with a straight selling urge, they 
won't come. Give ’em an invitation to 
learn or to enjoy and keep the selling 
impulse out of it until they are there. 
That’s the way to build your traffic- 
pulling stunts. And the object, natur- 
ally, is to continue, with a variety of 
stunts that will attract those who 
would not otherwise come in, as long 
as you feel there is a single woman in 
your neighborhood who hasn't repeat- 
edly visited your store. 

It is valuable to get them to know 
where you are. It is more valuable to 
build up a feeling of appreciation and 
good will from enjoying one of these 
store events. It is of greatest worth 
to get them into the habit of frequent 
visits—remember that a woman tends 


* to trade with the store she has. most 


often visited favorably and, once a 
customer for any appliance, is a pros- 
pect for at least two others. 

Such a compaign of traffic-pulling 
stunts is a vital preface to the most 
important activity of appliance mer- 
chandising — that of using the user. 
I have before me a survey made 
among 400 of the most alert mer- 
chants in the country who list “using 
the user” as the greatest source of in- 
creased volume. But that important 
subject is reserved for a later article. 
To get ready for it, I emphasize the 
importance to the alert merchant of. 
instituting a procedure aimed to build 
up greater store traffic, if he has not 
already done so. 

There are hundreds of ideas which 
can be adapted to the peculiar setup 
of any merchant. The important thing 
is to find them and use them continu- 
ously, in a good change of pace. Don’t 

{ Please turn to page 48) 
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Here is beyond question the finest merchandise 
Toastmaster ever has offered the trade and public. 
The new Toastmaster Hospitality Tray, in three 
beautiful finishes, is now ready for delivery. 
Brilliantly styled with matched design thrcugh- 
out. More cleverly complete in accessories. All 
glassware by Fostoria—“The Glass of Fashion.” 
New —four-nested snack plates, recessed to hold 
cup or glass. New crystal two-compartment ap- 
petizer dishes. New cutting block for trimming 


toast. New, larger, better designed tray available 
in three woods. New folding stand for extra 
dealer profits. 

And crowning it all the Toastmaster. 75% of all 
automatic toasters sold are Toastmasters, because 
Toastmaster alone, through its Flexible Toast- 
Timer, can guarantee perfect toast every time to 
everybody. This new Toastmaster merchandise 
will be widely advertised. Your customers will 
look for it in your store. Don't disappoint them. 


Get this merchandise in stock and be ready to tie in with the greatest advertising 
program in Toastmaster history and with the nation-wide showing early in September. 
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To give you an incentive to place your orders for new Toast- 

master merchandise early we make this special offer:— 

Place your order now for three Toastmaster units. 

1 One Toastmaster Hospitality Tray Set (Walnut) 
with 2-slice Toastmaster (packed as set). 

2 One Toastmaster Hospitality Tray Set (Mahogany) 
with 2-slice Toastmaster (packed as set). 

3 One Toastmaster Hospitality Tray Set (Antique 

White) with 2-slice Toastmaster (packed as set). 

Upon receipt of your order, for $1.00 additional we will deliver 

all the material listed below. The stand itself you can readily 


sell for $5.00. 
HERE’S WHAT YOU GET! 
Toastmaster Deal Items 
1—1 Folding Stand White 00 retail, 
special . . $1 

2—1 Toastmaster Golid Welnuy - 
3—1 Counter Display Card, Size 14x22%inches . FREE 
4— 1 Window Trim, Size 24x 36 inches... .. FREE 
2 Pieces Imitation Toast ... 
6—15 Booklets— ‘‘Help- Yourself > 
7—100 6-Page Folders .. . FREE 
8— Envelope Stuffers (sample with Deal; order as FREE 
9—Mats and Electros font sheet with Deal; order as 


needed) . 


*NOTE: If 6 or more aia units are denen 
onthe Deal, 1 stand, as specified above, is FREE. 
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Here is beyond question the finest merchandise 
Toastmaster ever has offered the trade and public. 
The new Toastmaster Hospitality Tray, in three 
beautiful finishes, is now ready for delivery. 
Brilliantly styled with matched design thrcough- 
out. More cleverly complete in accessories. All 
glassware by Fostoria—“The Glass of Fashion.” 
New —four-nested snack plates, recessed to hold 
cup or glass. New crystal two-compartment ap- 
petizer dishes. New cutting block for trimming 


toast. New, larger, better designed tray available 
in three woods. New folding stand for extra 
dealer profits. 

And crowning it all the Toastmaster. 75% of all 
automatic toasters sold are Toastmasters, because 
Toastmaster alone, through its Flexible Toast: 
Timer, can guarantee perfect toast every time {0 
everybody. This new Toastmaster merchandise 
will be widely advertised. Your customers will 
look for it in your store. Don’t disappoint them. 


Get this merchandise in stock and be ready to tie in with the greatest advertising 
program in Toastmaster history and with the nation-wide showing early in September. 
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To give you an incentive to place your orders for new Toast- 
master merchandise early we make this special offer:— 
Place your order now for three Toastmaster units. 
1 One Toastmaster Hospitality Tray Set (Walnut) 
with 2-slice Toastmaster (packed as set). 
2 One Toastmaster Hospitality Tray Set (Mahogany) 
with 2-slice Toastmaster (packed as set). 
3 One Toastmaster Hospitality Tray Set (Antique 
White) with 2-slice Toastmaster (packed as set). 
Upon receipt of your order, for $1.00 additional we will deliver 
all the material listed below. The stand itself you can readily 
sell for $5.00. 


HERE’S WHAT YOU GET! 
Toastmaster Deal Items : 
1—1 Folding Stand White 00 retail, 
special .. $1.00* 
2—1 Toastmaster Solid . . FREE 
3—1 Counter Display Card, Size 14x22% inches . FREE 
4—1 Window Trim, Size 24x 36inches..... FREE 
Pieces Imitation Toast ... co. 
6— 15 Booklets—‘‘Help-Yourself Parties’ .... FREE 
7—100 6-Page Folders ... FREE 
8— Envelope Stuffers (sample with order as FREE 


9—Mats and Electros (cut sheet with Deal; order as 
needed) 

*NOTE: If 6 or more Saaiattaiii units are en 

onthe Deal, 1 stand, as specified above, is FREE. 
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McGRAW ELECTRIC COMPANY 
Waters-Genter Division Minneapolis, Minn. 
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SAFE HEAT—SURE PROFITS 


PROVED BY 4-YEAR SALES RECORDS 


@ The season of uncertain weather just ahead will make pros- 
pects for Arvin Fan-Forced Electric Heaters of all your custom- 
ers. And when they see a demonstration —snap the switch, and 
feel the gentle breeze of circulating warmth—they’re sure to 
buy! Arvin solves the problem of extra or temporary heat wher- 
ever 110-volt A.C. is available. For office, nursery, or bathroom, 
Arvin is just the thing. Get your stock of Arvin heaters right 
away—display them prominently. Good sellers for 4 years— 
they'll earn real profits for you. Call an Arvin jobber near you, 
or mail the coupon at the bottom of this page now. 


STURDY...ATTRACTIVE... EFFICIENT 


@ The heavy gauge steel cabinet, finished in beau- 
tiful and permanent green morocco enamel, not 
only makes Arvin Heaters durable, but also gives 
them an appearance perfectly in keeping with the 
furnishings of any room. 


No Radio Interference —The heating unit consists 
of a nichrome helical-type heating coil, through 
which air is driyen by a small fan. The fan motor is 
induction type—has no brushes, springs, or com- 
mutator—and does not interfere with radio reception. It re- 
quires no attention other than a few drops of oil two or three 
times a year. Operates on 110-volt A.C. The heating unit and 
fan are fully enclosed—cannot burn children or furniture. 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Indiana 
Also Makers of Arvin Hot Water and Steam Car Heaters and Arvin Car Radios 


FANS WARM AIR 


COLO AIR ENTERS 


Approved by leading authorities — 
the Good Housekeeping Institute, Hou 
and the Underuriter’s Laboratory. ‘“ = 


RIC 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Ind.: Send us full information on Arvin Fan-Forced Electric Heaters. 
Check whether you are Jobber ) or Dealer 


FIRM NAME. ADDRESS 
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Immediately following the conven- 
tion of the National Electrical Manu- 
facturers Association in Chicago, the 
National Electrical Wholesalers 
Association will hold their annual 
meeting during the week of October 
14. The Drake Hotel has been se- 


lected as headquarters. 


The Program Committee consists 
of L. E. Latham of E. B. Latham 


Company, New York; H. J. 


ger of Baitinger Electric 


" New York; and S. Rosenthal of Hy. 


land Electrical Supply Company, Chi- 
ago. Mr. Latham is chairman. 


Financing rates on electric refrig- 
erators at the same levels established 


> by the Electric Home & Farm Au- 


thority are now available to pur- 
chasers in Hartford, Conn., and the 
surrounding territory, accor to an 


agreement just worked out the 


Electric Refrigeration Council of 


Hartford, the Hartford Electric 
Commercial: 


Light Company and 


Investment 


Trust. 
According to the new plan, refrig- 


 erators can be bought on terms up 
» to 30 months, with down payments 
> of $5 and monthly instalments of 
, $3.50. During July and August spe- 


cial terms have been provided for 
boxes under 6-ft. capacity: 48 months 


' to pay with down payments at $3 and 


instalments at $2.10. 

In addition, dealers no longer are 
required to provide credit information 
on purchasers while collections will 


| be made by the utility. 


Up to July 2, the Georgia Power 


> sales department had rolled up a total 
/ of 4900 major appliances at about 
) the half-way mark in their great sales 


circus. Appliances sold were refriger- 


) ators, 3,134; electric ranges, ; 
j water heaters, 445 ; water coolers, 67: 
and commercial refrigeration jobs, 


> 390. In June, appli 


iance sales amount- 


ed to $350,000 making a six months 
total of $1,374,056. In addition, 
Georgia Power can point with pride 


to an average residential kilowatt- 
hour consumption of 954.6. One div- 


‘sion has already passed the 1,000 


mark. 


The annual show of the New York 
ousewares Manufacturers As- 


| Sociation got under way at the 


ennsylvania Hotel the second week 


} in July with over 500 manufacturers 


exhibiting on the four floors of the 
hotel. Over 40,000 items were on dis- 
Play and it was expected that over 


Electrical League, receives the 
congratulations of Frank W. 
Greusel, Milwaukee Grunow 
distributor and president of 
the Wisconsin Radio, Refrig- 


3,000 buyers would visit the exhibic 
before the conclusion of the show. Ap- 
pliance manufacturers were unusually 
well represented. 


Some 300 distributors and salesmen 
attended the two day sales session 
of the Sparks-Withington Com- 
pany, manufacturers of Sparton ra- 
dios, at Jackson, Mich., recently. 
Harry G. Sparks, president, presided, 
while Arthur -T. Haugh, presented 
the 1936 line. E. T. H. Hutchinson, 
eastern sales manager; Harley Wall, 
new divisional sales manager and Earl 
Brower, west coast sales manager, 
took prominent parts in the conven- 
tion. 


Earnings of the Stewart-Warner 
Corporation for the three months 
ending June 30, 1935, will exceed the 
$496,063 net profit reported for the 
first quarter of the year, according 
to preliminary estimates. This will 
bring the half-year earnings of the 
company to over $1,000,000, or ap- 
proximately 80 cents a share on the 
common stock. In the first six months 
of 1934, earnings were $540,260. 


Another company reporting sub- 
stantial increases is Permutit. Sales 
of household water conditioning equip- 
ment water softeners) in June were 
148 per cent over the same month 
last year, according to Henry H. Wil- 
kinson, advertising manager. 


In order to find out the degree of 
saturation of small appliances in its 
customers’ and, incidentally, to 
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Zenitt me 
Electric Lamp & Supply Co., St. Louis; E. F. McDonald, !r., 
. Lovis; and E. A. Tracey, vice-president in charge of sales 
ith 


Some of the visitors to the recent distributor convention of the 

Crosley Company. Left to right: Frank L. Hogan, Pennsylvanio 

District Manager; R. C. Bohannan, R. C. Bohannan Co., Columbus; 

Wesley Dunn, Factory Representative; Don Park, Sales Depart- 

ment, Crosley Radio Corporation; Cut Carey, Ohio-Indiana Dis- 
trict Manager. 


How the Springfield, O., distributor of Com- 
bustioneer stokers demonstrates his wares: a 
household model stoker and warm air furnace, 
fully equipped for coal burning is mounted on 
a truck body. The cord in the foreground runs 
to the nearest light socket which enables the 
distributor to make an actual demonstration. 


Florida Public Service Co., according to H. R. 
Cloud, commercial manager, is handing a 
bankbook containing a deposit of from 50 
+0 $2 for a vacation fund to every employe 
turning in a fan sale. The scale varies with the 
price of the fan sold (Emerson). For $5 or less 
employes get 50c; up to $10, they win $1; up 
to $20, $1.50; over that $2. 
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Here's the scoker that has practically 
every home for a prospect. If the furnace 
is fired with coal by hand, a Whiting can 
give that family the many advantages of 
Automatic Heat at a lower cost. Where 
oil or gas burners are in use, many fam- 
ilies have replaced them with Whiting 
Stokers as a matter of economy. Coal has 
always been the cheapest fuel. 

When Whiting engineers perfected a 


THAT SELLS 


from 


DOOR 
DOOR 


stoker that secures proper combustion 
from the least expensive grades of coal, 
they opened up a tremendous mew mar- 
ket. Leading distributors and dealers are 
now proving this true. Why don’t you 
investigate the Whiting Stoker? It’s the 
only one in the field that has proved 
attractive to the major home appliance 
trade. See what this great new market 
for the Whiting can mean to you! 


PRODUCT 


The most advanced stoker on the 
market today . . . designed by the 
nation’s most experienced engi- 
neers in solid fuel burning equip- 
ment . . . and backed by all the 
resources of the Whiting Corp.— 
more than 50 years old. The only 
stoker with Gas Eliminator—Dual 
Draft Burner—Five Speed Drive 
—Masterstat Control—and Low 
Hopper—without all of which no 
stoker can hope to capture the 
great mass market. 


PRICE 


The only well engineered stoker 
selling at any such tow prices — 
with the most liberal trade dis- 
counts and a complete FHA time- 
payment finance plan. The Whit- 
ing Stoker offers distributors and 
dealers unusually large profits, 
and can hold its own in any com- 
petition from a standpoint of 
quality, performance and price. 
Mass production methods permit 
low cost. 


PLAN 


The Merchandising Plan that’s at- 
tractive to distributors and dealers 
of major home appliances—with 
intensive local newspaper adver- 
tising—national advertising—and 
effective sales literature for every 
domestic or commercial purpose. 
A complete, modern, well balanced 
promotional program. Sales of 
Whiting Stokers are over 400% 
ahead of last year! 


12 


STOKER 


YOUR NEXT 


breat Market! 


Underfeed Scoker Division, WHITING COR- 
PORATION, 15606 Se., Harvey, lil. 


sell more smal) appliances, Philadel. 
phia Electric surveyed its half-njl. 
lion consumers recently in 98,000 
calls. Electric irons showed 87.5 sa. 
uration; toasters, 21 per cent; clocks, 


10 per cent; waffle-irons, 4 per cent 
and percolators, 3. per cent. 

Additional small appliances to the 
volume of $30,000 were sold during 
the survey. 


Chain stores are going to be in for 
a hot summer if the House - votes 
Representative Wright Patran’s 
“fishing expedition” and gets $25,000 
it is asking to continue its probing 
of their activities. 

Workng under a resolution provid. 
ing only $2,500, but almost unlimited 
investigating powers, the Reprecenta. 
tive is interested in using some of these 
powers to put steam behind his bill 
that would eliminate some of the ad 
vantage chain stores have in their 
purchasing operations. 

The resolution empowering the 
committee’s investigation, originally 
directed against the alleged “super 
lobby” of the American Retail Federa- 
tion, was extended by the Represen- 
tative before passage to include buying 
and selling policies of all large organi- 
zations in retail or wholesale trade. 


Silex set out to beat the summer 
slump with a special combination tea 
and coffee-maker retailing at $4.95. 
To set the product apart from the 
regular it was specially packed in 
white and a window display went 
along with it. At the Housefurnishing 
Show, they are introducing another 
special for August. 


Horton Manufacturing Com- 
pany announce the appointment o/ 
Northeastern Radio, Inc., Hartford, 
Conn., as distributors of Horton 
Washers and ironers. Northeastern 
Radio, of which Mr. Adolph UIl- 
man is president, are distributors of 
Zenith radio and Motorola auto radio. 


Graybar Electric Company will 
take over the distribution of Atwater 
Kent radio in the Pittsburgh territory, 
according to a rezent announcement. 


The Western Supply Company 
of Salt Lake City have been appointed 
distributors of Automatic washers 
and ifoners for the state of Utah, ac- 
cording to 1. F. Woodrow, vice pres 
ident. 


Fairbanks-Morse Home Appli- 
ances, Inc., announce the following 
new distributors : E. J. Herman Sales 
Company for southern Texas; Albert 
Mathias & Company, El Paso, for 
southwestern Texas, Arizona and 
southern New Mexico; McClintock 
Sales Co., Dallas, for northern Texas; 
Logan Gregg Hardware Co., Pitts 
burgh, for special counties in Penn 
sylvania, Ohio and West Virginia; 
True & Blanchard for specially a- 
signed Vermont & New Hampshirt 
territories. Address of the latter wa 
not given. 


Nearly a decade ago the Union 
Electric Light & 
pany of St. Louis hung up what 
may be an all time record for one 
day sale of irons—some 7,400 in one 
swoop. Costing around $1.45, retail: 
ed at $1.95, the bargains brought the 
good people on the run, 
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This year that utility is credited 
with starting something which is again 
causing eyes to bulge. Remembering 
all the wooden ironing boards that did 
not live up to their slogan (cannot 
wiggle, wobble, jiggle, slip or slide) 
Merchandise manager S. F. L. Snyder 
thought 1935 would be a fine time 
to introduce an ironing board with a 
steel base -and hook for hanging up. 
He made his own dicker with the 
Ridjid people, tossed before St. Louis- 
ans a combination iron (G.E.) and 
board for $8.95. Held up before 
housewive’s eyes it looked a lot for the 
money on back porches, and some 
1,220 were moved by the Union Ligh: 
& Power Company in May, some 3,- 
600 all told, when St. Louis dealers 
who went in on the deal were counted. 

With the end of June it looked 
as if the Union Light & Power Com- 
pany had again let loose an idea on the 
country, with some 100,000 boards 
and irons being reported sold to date 
by various groups which had grasped 
the idea. 


Instead of the usual badges and re- 
wards offered to salesmen attaining 
high quotas, the Pacific Power & 
Light Company in their early sum- 
mer home modernization campaign 
organized a “Raspberry Club.” A 
special pin was furnished each sales- 
man which he had to wear until he 
sold one range or water heater. The 
club trophy, a tombstone, had to be 
guarded by the district manager whose 
district had the lowest percentage of 
sales. Naturally every effort was put 
forth to avoid being last man. A quota 
of 300 ranges and 240 water heaters 
was set for the major appliances. 

The washing machine and ironer 
campaign which was a feature earlier 
in the year, resulted in a record 86 per 
cent above quota. Total sales for the 
thirty-day period included 144 wash- 
ers, 54 ironers, 131 ranges, 36 water 
heaters, 49 refrigerators, 16 cleaners 
and 9 pumps. 


American Automatic Electric 
Sales Company announces that its 
“Serv-U-Fones” have been approved 
tor use in the 2,000 “New American 
Homes” under the sponsorship of the 
General Electric Company. 


Last year it was borne in upon the 
electrical dealers of Fresno, Calif. 
that the business of accepting trade-ins 
in the electrical refrigerator field was 
becoming a serious burden. Partly be- 
cause price competition had forced the 
allowance made up to unwarranted 
figures and partly because the market 
for ice refrigerators is becoming in- 
creasingly restricted, there was no way 
of getting back the money allowed on 
the trade merchandise. These dealers 
therefore, through the medium of the 
Fresno Electrical Appliance Associa- 
tion, decided simply to abolish the 
trade-in system. They agreed inform- 
ally between themselves not to accept 
old equipment on the purchase price 
of an electric refrigerator. The gov- 


ernment request for standardized mer-. 


chandising practice through the NRA 
helped to put the story over to the pub- 
lic. But in reality, the public was as- 
tonishingly docile. They accepted the 
new order of things without a murmur 
and went on buying electric refrigera- 
tors in ever increasing numbers despite 
the fact that they had to keep their old 
( Please turn te page 47) 


twice the sock because it is bigger in size, 
goes to more than 5,500,000 families 
—twice as many as any other national 
magazine. This Mighty Magazine con- 
centrates its greatest force in the richest 
retail areas where most of the people live 
and the greatest buying is done. You are 
a lucky man when the goods on your 
shelf are advertised in this far-reaching 
magazine. That means constant cash 
register music — more sales — more 
profits when you display goods adver- 
tised in The American Weekly. 


WHAT 
EVERY MERCHANT 
SHOULD KNOW 


HE AMERICAN WEEKLY knocks a 
home run for advertisers. It has 


ELECTRICAL MERCHANDISING—AUGUST, 1935 


The American Weekly 
—what it is 


@The American Weekly is the largest magazine in the world. lt i- 
distributed through 17 great Hearst Sunday Newspapers. In 614 of 
America’s 995 towns and cities of 10,000 population and over. The 


American Weekly concentrates 67% of its circulation. 


In each of 15% cities, it reaches one out of every two families 
In 146 more cities, 10 to 50% of the families 

In an additional 139 cities, 30 to 10% 

In another 171 cities, 20 to 30°, 


... and, in addition, more than 1,982,000 families in thousands of 
other communities, large and small, regularly buy and read The 


American Weekly. 


“The National Magazine with Local Influence” 
Mam Office: 959 Eighth Avenuc, New York City 


PAGE 13 


AY 
YL 
in the World 


Ordinary Radio 


Gives you only the bare outlines of the 
music in the studio. It lacks the lights and 
shadows — the contrasts— which make 
music truly beautiful. It robs you of the 
subtle overtones which are often the dif- 
ference between the voice of a talented 
artist and the ungifted singer. 


Demonstration is the key to radio sales. The prospect 
buys through comparison. 


In 3rd Dimension Tone, the new Fairbanks-Morse 
Radio has the most dramatic and convincing demon- 
stration ever used in radio selling. 


Imagine, you merely turn a switch. Instantly the 
prospect is aware of the startling superiority of 3rd 
Dimension Tone over ordinary radio tone. 


Here is a demonstration she can actually hear. 


But that isn’t all! The new Fairbanks-Morse Radio 


FAIRBANKS-MORSE 


© 1935, F-M.1L. A., Ine. 
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OFFERS THE MOST SPEC- 
TACULAR DEMONSTRATION 
IN RADIO HISTORY!!! 


Here is something NEW! The latest achieve- 
ment of radio science! Now you get reality; 
the living presence of the artists before the 
microphone ; the sharp brilliance of high notes 
against the mellow softness of the “lows.” 
Radio reception which gives you everything— 
gives it to you as the composer and artist 
intended. 

NOTE—Fairbanks-Morse 3rd Dimension Tone robs 
it conceals nothing. lt bides 


the defects of the unskilled performer nor 
the artistry of the genius. 


also has eye appeal. It is cased in the most beautiful 
modern cabinets you have ever seen. 


It is built by an organization which, in 105 years, 
has fulfilled every obligation to its customers. It is of- 
fered in a complete line at a complete price range. And 
it is sold on a basis that assures you a generous profit. 


Make no commitments for fall until you have in- 
vestigated this remarkable new radio. Wire, phone or 
write today for all facts. Address Fairbanks-Morse 
Home Appliances, Inc., 430 South Green Street, Chi- 
cago, Illinois. Cable Address: FAIRMORSE, Chicago. 


Auto Redios Refrigerators Washers Ironers 
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county courthouse, long the 

symbol of the country’s key 
position as an important governmental 
unit in the United States, there is 
being built today a new commercial 
story, which, when judged from re- 
sults already obtained, holds promise 
of setting new standards in modern 
sales distribution methods. Kelvinator 
Corporation has adopted a plan of 
sales control designed by Mr. E. W. 
Lothrop, Manager of the Statistical 
and Systems Division, which calls for 
a visual presentation setting forth the 
relation of actual sales to quota for 
each county in the United States. This 
plan is built on the premise that a 
picture is worth a thousand words 
and that a county is the smallest geo- 
graphic subdivision one can practical- 
ly portray. 

In the past Kelvinator like many 
sales organizations concerned with na- 
tional distribution has, due to lack of 
performance records, relied too strong- 
ly on the assumption that because a 
dealer was appointed for a certain 
town, that town would therefore pro- 
duce the proper sales volume. 

We sometimes found that while 
the distributor had proceeded to get 
coverage in all important towns in his 
territory—and thus could point to a 
map and show a dealer in every town 
of any size whatever—we nevertheless 
were not receiving a satisfactory vol- 
ume of business from that distributor. 
The answer, of course, lay in the 
fact that many of his dealers were 
representatives in name only and 


therefore were hardly more than col- 


Se the dome - topped 


ored tacks on the map. They might 
sell one or two refrigerators a year 
in a town which should produce at 
least twenty or thirty sales. 

On the other hand, another dis- 
tributor would show in total a very 
satisfactory volume yet an analysis of 
this distributor’s territory showed that 
his efforts were highly concentrated. 
He was doing an excellent sales job 
in three or four of the larger trading 
centers in his territory while leaving 
almost entirely unworked those out- 
lying towns and villages, which, if 
properly handled, might easily have 
doubled his sales volume and conse- 
quently his profit. 

We have long realized that these 
conditions prevailed not only in Kel- 
vinator but in other businesses as well 
and we know that today they still 
exist in many distributing organiza- 
tions. We were satisfied that the old 
yard sticks did not actually measure 
sales results, at least not in our par- 
ticular field, se we decided early last 
year to set about finding some new 
ones. The object was not only to de- 
vise a better method of figuring coun- 
ties and gauging sales performance but 
also to formulate a plan which would 
pave the way for more intensive and 
productive dealer coverage through a 
method which would quickly acquaint 
all concerned with the problem. 


NYONE who has tried to digest 


a series of reports or exhibits ~ 


covering the United States would 
readily appreciate the desirability of 
some method of quickly determining 
how sales are progressing in various 
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sections of the country and would also 
appreciate that a map of the United 
States colored to indicate performanc- 
es would very effectively answer the 
problem. The next step in the devel- 
opment of our plan was quite obvious 
inasmuch as the map of the United 
States colored to indicate perform- 
ances was good for factory executives, 
then a map of the individual distrib- 
utor’s territory would be of material 
assistance to the distributor and as 
soon as we started working on these 
maps it became evident that our visual 
presentation must be built around 
county ‘performance. 

If our visual presentation must be 
built around county performance then 
our records as to quotas and perform- 
ances must be built around counties. 

From many sources our Statistical 
Division gathered information reveal- 
ing the wealth of counties, their po- 
tential spending power and similar 
factors pertinent to what the counties 
might be expected to produce in the 
way of electric refrigeration sales. The 
composite index established from this 
information was checked against sales 
made by the entire industry to the end 
that we were able to establish a na- 
tional average task for everyone of 
the 3073 counties in the United States. 

At the national distributor conven- 
tion we presented to each distributor 
a map of his individual territory col- 
ored to indicate the record he had 
made in each county in his territory 
during the previous year. In addition 
to painting the counties a small white 
circle was left in the center of each 


‘county in which was recorded the 


sales index value of the county and the 
actual sales made. If the actual sales 
equaled or exceeded the sales index 
figure then the dealers in that county 
were doing an average job or better 
and the county was painted yellow on 
the map. Counties in which actual 
sales figures were below the sales in- 
dex, were shown in red. Those coun- 
ties which had a sales potential be- 
low a certain figure were shown in 
green and have been left out of our 
calculations. 


HIS procedure served to intro- 

duce the plan and individual con- 
ferences were held with each distrib- 
utor and the sales index quota for each 
county and the number of refrigera- 
tors he was expected to sell in each 
county during the various months of 
the year were explained in detail. 

We said to them: “These figures 
represent the kind of job you should 
do this year if each of your dealers 
does only an average selling job. From 
the maps which will be sent you 
monthly you can see what counties 
in your territory are not measuring 
up to an average sales job. These maps 
will be revised and sent, you each 
month setting forth the ratio of your 
cumulative actual sales to your deal- 
ers based on reports you make us, to 
cumulative sales index. Coverage, un- 
less backed by dealer activity, will 
not result in yellow counties indicat- 
ing an average sales performance.” 

"rhe entire idea was well received 
by our distributors. Now, after sev- 
eral months in practical use, we know 


(Please turn to page 51) 
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FINISHES HELP 
SELL APPLIANCES? 


Especially when the finish is 
Du Pont DULUX. This has been tried 
and proved on electrical refrigerators 


W* asked dealers: “What parts and 


materials used in appliances have a 
strong influence on their sale?” 

“Finishes” received more check marks 
than any other item. In fact, “‘Finishes”’ 
were fas ahead of any other product fea- 
ture, especially in connection with ranges, 
refrigerators, washers and a group of small 
appliances. 

Capitalize on this point today more than 
before. Because Du Pont DULUX gives 
you a finish that meets every need of the 
housewife. 

Many dealers already know what 
DULUX means in closing sales. In about 
two years well over a million DULUX- 
finished refrigerators have been put on the 
market. Women have quickly accepted the 
remarkable qualities of DULUX. And this 
established preference can be carried over 
to other DULUX - finished appliances. 
Ranges, household mixers, toasters, electric 
heaters —the list grows steadily. 

How can you use DULUX to close more 
sales? If the DULUX finish is white, call 
your customer’s attention to its super- 
whiteness, a pure, snowy whiteness that 
stays white... resists yellowing ...does not 
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get gray or dark from dirt adhesion. The 
smooth, hard DULUX film has no pockets 
to which dirt clings. If the DULUX finish 
is a color, its bright, glossy surface keeps 
its original fine appearance with a texture, 
depth and gloss unknown in other finishes. 

Then emphasize the exceptional dura- 
bility of DULUX and its resistance to 
scratching . . . to chipping and cracking... 
to moisture and corrosion . . . to softening 
and discoloration from household oils, 
greases and acids. 

Tell your customer how du Pont chem- 
ists worked for years to make sure of all 
these advantages. Call attention to this 
important Pre-testing as assurance of long- 
lasting, economical service. 

WRITE FOR—A new booklet just pre- 
pared by du Pont. It’s called, “‘Selling 
Made Easier by DULUX.” It tells how 
du Pont chemists developed this remark- 
able finish. It contains constructive sales 
help. Every dealer with DULUX- finished 
appliances in stock should have copies of 
this booklet for himself and his sales force. 
Simply write for as many copies as you 
need to E. I. duPont de Nemours & Co., 
Inc., Finishes Division, Wilmington, Del. 


DULUX 


REG. U. S. PAT. OFF. 


\\\\\\ 


1. 


DU PONT DULUX IS A PRE-TESTED FINISH 


REMEMBER THESE 
SALES POINTS ABOUT 


DULUX 


ORIGINAL BEAUTY 


The White DULUX finish rivals the pure whiteness 
of newly-fallen snow. It is the whitest white you ever 
saw. Colors are brilliantly beautiful, with a texture, 
depth and gloss unknown in other finishes. 


Whether used indoors or out, DULUX retains its 
original gloss and beauty long after other finishes 
become dull and discolored. 


EXCEPTIONAL DURABILITY 


The hard, but flexible and tenacious DULUX finish 
does not easily chip, crack or flake off under sharp 
knocks and blows and surface tension. 

The durable film has unusual resistance to dam- 
age from household oils, greases, acids and abrasives. 
It can be cleaned and the original beauty casily 
restored. 

DULUX resists moisture and protects against 
corrosion. 
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Zenith Stores, Rockford, IIl., 


accepts midgets as down payments 


lime 


SHOVEL 
Merchandise 


Depression 


A crepe poper trim gives outstanding flash and beauty to 


the Zenith Stores. it cost only $60, Jack Gianoli says 


EORGE BERNARD SHAW 
relates how, when he and his 
mother first came up to Lon- 

don, it was his mother who got a 
job. “Instead of throwing myself into 
the battle of life,” he pointed out 
later, “I threw my mother into it.” 

In similar left handed fashion 
James Gianoli of the Zenith Stores 
in Rockford, Illinois, will explain his 
success in moving radio this year. “It’s 
not because of our salesmanship on 
new sets,” he will tell you. “It’s be- 
cause- we threw so many depression 
midgets into the ash can.” 

During the first years of the gloomy 
thirties, you will remember, a lot of 
us joined the shawl trade of radio 
and bought midgets. 

Those depression midgets arise to 


haunt the salesman today. Jelopies 
they may be, but they are holding 
up the depression like Model T Fords 
in traffic. In similar fashion to Dr. 
Johnson in his comment on the wo- 
man preacher, we are so pleased that 
they perform at all that we are not 
critical of how well they do it. These 
midgets are getting programs all day 
long for mommer, popper, Willie and 
Rosie, so why trade? It’s always the 
middle of the stream for those families. 
Take them as down payment 

“You have to assume that the mar- 
ket is 100 per cent saturated on ra- 
dio,” declares Jack Gianoli (no one 
calls him James) “We've found that 
the only way to get action is to take 
the old set as dewn payment and 
shovel it into the ash can.” 
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Aside from the Italian following 
and personality of the Zenith Stores 
proprietor, an ecqgnomist would as- 
cribe these reasons as the power plays 
that are enabling the firm to move 
right along: 

1. Taking midgets as down pay- 

ments, as related. 
- 2. Giving checks to tipper offers, 
and customers on the books who turn 
in names of workable prospects. What 
customer paying off his score can re- 
fuse a suggestion that may bring him 
some help on his payments ? 

3. Building up sales through call 
backs. Rockford, with its extensive 
foreign population is all wave minded. 
Let the customers buy cheap all wave 
sets if they want to, argues Gianoli. 
Permit them to hook them to their 
homemade aerials and listen to police 
calls for a week. Then go busting out 
with a $125 radio and an allwave 
aerial and give the families a real 
treat. That practive is getting good 
business—the cheap short wave set, of 
course, being taken in on the deal. 

4. By offering high speed service. 
Jack Gianoli keeps two refrigerator 
service men, one for radio, one for 
washers. Shrewdly realizing that the 
family is greatly impressed by any- 
one who arrives’on the run, he-cap- 
italizes on this. The policy gives him 
a lot of first tips on new prospects, 
and keeps him supplied with a bunch 
of trade-ins fgr building up purposes. 

5. Classified advertising. “Little 
fellows like us can’t afford much $2. 


an inch space in the newspapers,” he 
explains. “So I think it pays to hop 
into classified columns and offer our 
trade-in stuff. We stick to advertised, 

wn appliances, otherwise it won't 
pull. Anyone really in the market will 
willingly walk across the bridge to 
look our line over, and often we build 
up a sale. Usually a second hand sale 
is an open door to a new job.” 

6. A dolled up store. Located in an 
inferior spot, in an old building, Jack 
Gianoli has gone his limit in dressing 
up his place. For $60 he has trimmed 
the walls from top to ceiling with 
crepe paper and flowers, and screened 
the lights. The old paint job behind 
the paper is completely covered, and 
the effect is a 100% smash, in the 
language of the Billboard. 

7. Payments to salesmen for other 
duties than selling. Jack Gianoli gives 
one man $18 a week another $10, 
and charges part of these salaries to 
other store duties than selling. “I 
couldn’t do it if they didn’t have a 
backlog of business coming in,” he 
explains. “But I feel that it peps up 
a salesman to be sure of money at 
a certain time, however little.” To 
which John Casaniga, head of the 
sales force, nodded assent. 

“You can say that we get most of 
our business this way without ringing 
any doorbells,” says Gianoli. “The 
boys don’t like that and try to keep 
a pocketfull of leads at all times. 
Only about once a year do they have 
to go out cold.” 
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Large old-style ironers had to be kept in 
the basement. Smalier ironers were built 
to be kept in the kitchen, but they still 
crowded all but the extremely large 
kitchen and could not be kept in small 
ores. Women like to iron in the kitchen, 


TAKES UP LESS FLOOR SPACE THAN A 
CHAIR. This is an actual photograph as are all 
pictures on these pages. You can see for yourself 
that it opens up a new market in your neigh- 
borhood for the Thor “roip-a-way”™ Ironer. 
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SMALL OR LARGE KITCHENS 


handy to the doorbell and telephone, 
where the children at play are near. Now 
every woman can iron and keep her Thor 
ironer in her kitchen, or any other con- 
venient place upstairs. It takes up no 
more room than a chair! 


WHAT A RELIEF TO SIT DOWN TO IRON! 
Woman's last drudgery task ended. Every ob- 
jection overcome. What a wonderful chance to 
make some real money—and make it fast. New 
demonstration method sells them like magic. 


Reasonably Priced 


OPENS UNTOUCHED MARKET 


lroner That Can Be 


Kept In Small Kitchens Now Available 


“Why, I can keep it right in 
the kitchen, and it won't be 
in the way at all,” that’s 
what the housewife says when 
she sees the new Thor. And 
do you know what those en- 
thusiastic words mean to you? 
They mean double, triple, 
possibly ten times your former 
ironer sales. Because now, at 
last, the one and only objec- 
tion to doing the ironing at 
home, mechanically, is over- 
come by the new compact 
Thor “‘FOLD-A-WAY.” 
Women have always been 
sold on ironers, but have ob- 
jected to cumbersome ironers 
that ‘would have to be kept 
and used in the basement or 
took up too much room in the 
kitchen. The new “FOLD-A- 
way” Thor may be kept and 
used in even a small kitchen. 


ONLY 4% OF 
WIRED HOMES 
HAVE IRONERS 


latreducing New 1936 Model that 
Makes Sales instantly 


Reasonable price—and the easy payments 
are within any woman's budget. Easi/v 
operated—perfected after 22 years of 
home, shop and laboratory development. 
Anyone éan operate it —a child of 10 can 
do the flat work (which is 4/5.of the job 
at first trial. Takes up little floor ream no 
More than a chair, when not in use. 
Measures only 16 by 16', inches -just 
268 square inches. Regular ironers re- 
quire 648 square inches of floor space. 
This eliminates the last reasonable com- 
plaint against a home ironer. 


Store Demonstrations Making 
Sales on Sight 


What a market this new Thor opens up 
for every dealer! Small homes, small 
apartments, small kitchens, even one 
room apartments —all have room for the 
new “FOLD-A-waY” Thor. Now any one 
of the 8,500,000 homes that have wash- 
ers but no ironers is a logical and im- 
mediate prospect for the new Thor. 

As Thor predicted —this is Jroner Year. 
A good home ironer that people can 
afford. A compact ironer. easily folded 
into a cabinet and out of the way. Deal- 
ers everywhere begin to skim the cream 
of first, easy profits on this new device 
just as quickly as they set up a store 
demonstration. The new demonstration 
method makes sales on sight. National 
advertising is sending thousands to Thor 
dealers to see the new machine 

Ask your distributor. or the Thor 
Branch, about the new $59.50 Thor 
“FOLD-a-WAY” Ironer today —or write 
or wire us direct: 


THE HURLEY MACHINE Co. 
1958 S. 54th Ave., Chicago, Ill. 


SO EASY TO DEMONSTRATE AND SELL FOLDS INTO SMALL ATTRACTIVE CABINET 
Ask the “Thor” salesman or branch, or write us 


After a pleasant session of “sitting-down-iron- 


| 
f 
| | 
| jROWER 
| 
| | 4 4% a 
i method recently discovered. Sells a Thor on heavy hauling, lifting or wheeling. Does this 
- 2 sight. Women simply can’t resist this appeal. appeal? Just try a display in your window! 
THIS IS IRONER YEAR-—FOR THOR DEALERS 
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(Right) A group of housewives 
see a demonstration inside the 
traveling kitchen of the Georgia 
Power Company. 


(Below) How the Georgia Power 
Company's travelling modern 
kitchen looks from the outside. 
lt carries the message of less- 
ened household drudgery to ev- 


Modernization 


Becomes an Industry Wide Promotion 


HE proposed Electric Kitchen 
Bureau of the Edison Electric 


Institute serves to focus at- 
tention on some isolated campaigns 
that have been projected over a period 
of several years through the electrical 
industry to interest homemakers in the 
benefits of complete electrical kitchens. 
A number of utility and manufactur- 
ing companies have done splendid pio- 
neer work in kitchen planning and 
kitchen modernization. Now that gov- 
ernmental agencies have made possible 
the floating of loans making money 
available to homemakers in moderate 
circumstances for varied home im- 
provements, including the installation 
of electric wiring, electric ranges, re- 
frigerators, water heaters, dish wash- 
ers, etc., these activities gain in inter- 
est and help to point the way to mer- 
chandising projects open to all manu- 
facturers, distributors, and dealers in 
electrical housekeeping wares; to elec- 
tric lighting companies; and to varied 
builders and building material dealers 
whose cooperation is desirable in set- 
ting up complete electrical kitchens. 

The Federal Housing Administra- 
tion has made it plain that it expects 


industry to do its share in carrying | 


on the tremendous modernization pro- 


Philadelphia Electric Company 
built this old kitchen as a perma- 
nent exhibit to contrast it with the 
kitchen at the right. 


gram so launched. Here is something 
concrete, immediate, and most attrac 
tive in the form of a job for the elec- 
trical industry. A modern kitchen 
workshop, supplied with servants to 
do the work that is a fundamental of 
family life, is what every homemaker 
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Visual demonstration does more 
to sell kitchen modernization than 
all the talk in the world. The coun- 
terpart of the picture at the left. 


dreams about and longs for. The long 
period of economic uncertainty has 
been discouraging and has made the 
average homemaker lay these desires 
away as unattainable; until some time 
in the remote future. H and when 
she is shown that the ambition is 


(Below) The Georgia Power 
home service representative as 
she looks to the audience in the 
travelling kitchen. 


By 
Isabell Davie 


entirely within her reach, and that 
money to pay for it available, then 
she will buy electric kitchens. 
Among manufacturers, the General 
Electric Compay has specialized in 
complete electric kitchens for more 
than three years. Recognizing the im- 
portance of planning the kitchen as 
a unit rather than fitting its electrical 
appliances into backgrounds which 
were not modern and in no way stand- 
ardized, this company began its kit- 
chen planning division by getting to- 
gether all leading cabinet manufac- 
turers and working out with those 
manufacturers a series of kitchen set- 
ups designed to be adaptable to the 
varying conditions encountered in 
homes throughout the country. Sirce 
that time, the General Electric Com- 
pany’s Kitchen Planning Department 
has prepared 8,000 kitchen plans, re- 
presenting kitchens sold to private 
homes all over the United States 
through the company’s 52 distributors. 
In the department headquarters, locat- 
ed in Cleveland, O., there is main- 
tained a staff of architects working 
exclusively on kitchen layouts. Most 
of the distributors also have architects 
who contact prospects directly, and 
suggest kitchen layouts to accord with 
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This broadside tells the story of the smartest, 
most effective Home Laundry Selling Campaign 
ever developed! That isn’t what we say— it’s 
what dealers tell us. To make sure you get your 
copy, send the coupon today. 


THE 


SPOTLIGHT 
CAMPAIGN 


Starting September 3rd, the General Electric “Spotlight 
Campaign” on Home Laundry Equipment will overshadow any 
selling effort yet made in the industry! 

This national campaign is practical— it was designed by 
dealers for dealers. Attractive awards— sure-fire sales. 

General Electric will help— with a 3-way sales plan, to 
assist dealers to get leads, make demonstrations, and close sales. 

And with a new Sales Presentation Plan that is a knock- 

out! It’s new— different— easy to work. It makes the 

salesman tell a connected story— and makes him tell the 


whole story. It’s simple— salesmen will use it. It makes the pros- ONLY G-E WASHERS Ra DER ere Ee 
pect see and remember every sales point. It’s interesting— holds CAN HAVE : 
attention— it’s dramatic. It will SELL WASHERS! ALL THESE 6 GREAT 
Many other aids— Sales training courses, Retail Salesmen Suggestion SELLING FEATURES! 
Awards, New promotion material, a practical consumer direct mail cam- ee ares 
that works! Complete details for putting over a red hot selling 


Don’t be left out of this sure-fire campaign. Phone, wire, or write your are ps. a ies 


G-E Home Laundry Distributor today. Or mail the coupon for complete Action under Load; 6. And 
details. « it’s General Electric! 


General Electric Company, Section H- be 
Merchandise Dept., Bridgeport, Conn. | 


I want to know about this profit-piling campaign! Send | 
me the dope quick! 


dry Equipment is manufactured. 


GENERAL ELECTRIC 


HOME LAUNDRY EQUIPMENT 


MANUFACTURED BY THE MERCHANDISE DEPARTMENT OF THE GENERAL ELECTRIC COMPANY, AT ITS BRIDGEPORT, CONN., PLANT. 
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conditions in the customer’s home and 
with individual tastes. These archi- 
tects are supervised by the Cleveland 
department. 

last November, Westinghouse Elec- 
tri and Manufacturing Company in- 
augurated a complete Kitchen Plan- 
ning Service, along with a merchan- 
dising plan designed to give every 
possible support to its dealers in sell- 
ing electric kitchens to customers. 

Model display kitchens in four 
standard types are offered the dealer 
and he is is urged to stock these dis- 
plays, since they constitute an ideal 
method of showing electrical kitchen 
merchandise in a natural, alluring set- 
ting. These displays add greatly to the 
attractiveness of stores; they also 
make it possible for food demonstra- 
tions to be held in intimate fashion. 
By means of actual kitchen setups 
prospects are more readily sold on 
modernization in their own 
The complete display kitchen is also 
, liberal class room for salesmen, for 
experimentation is a better teacher 
than verbal instruction. 

Charts available to distributors fur- 
ther elaborate the four types of kit- 
chen plans—showing how each kitch- 
en will function in a home. These 
charts are drawn to feature three 
separate kitchen centers, and they in- 
clude information as to supplementary 
kitchen equipment and utensils to be 
grouped around each center. West- 
inghouse Company held a Kitchen 
Clinic in its ManSeld Institute last 
March, at which leading home econ- 
omists met to recommend details of 
these kitchen working units. Knowl- 
edge of this system of charting kit- 
chens down to the smallest detail is 
a valuable asset to salesmen, and en- 
genders customer confidence in the 
ability of salespeople to advise intel- 
ligently when they solicit customer 
acceptance of modernized kitchens. 

Kelvinator Sales ration is 
now completing a Kelvinator Home, 
which will be used primarily as an 
Air Conditioning Laboratory. In this 
home there is being built a model 
kitchen, designed to show customers 
the possibilities of similar kitchens in 
their homes. This company is working 
with contractors and architects on the 
government housing act, and has pre- 
pared floor plans and wall elevations 
ready to be sent to retail sales organi- 
zations on request. Introductory cam- 
paigning on this project is being done 
in the Detroit area, as a test of the 
best working procedure to be adopted 
nationally. 

West Penn Power Company, Pitts- 
burgh, has been experimenting for 
more than a year in kitchen planning. 
Last April a retogravure mailing piece 
was issued, followed up by another re- 
lease in May, each one devoted to elec- 
tric kitchen advertising, and asking 
customers to send in requests for ad- 
vice in planning modernization in the 
kitchen. Accompanying this was a 
booklet, “Plan Your Kitchen,” a re- 
turn request card, and a Kitchen 
Planning Service Chart. This service 
has been effective in helping dealers 
sell complete kitchen installations un- 
der the Federal Housing Act loan al- 
lowance. 

Westchester Lighting Company 
was one of the earliest electric light- 
ing companies to conduct a kitchen 
modernization program, launching 
this with the installation of a com- 


plete kitchen on the sales floor of its 


Mt. Vernon office. Following this, 
the idea of showing portable built-in 
equipment was developed, including 
cabinets, monel metal sinks and drains, 
and similar kitchen units. This equip- 
ment. was so built as to be easily 
moveable, and has been used continu- 
ously to set up on lecture platforms 
everywhere the Home Service Divi- 
sion, under Mrs. Cecil Harvey, has 
conducted cooking classes and demon- 
strations. It has been customary to 
leave the exhibit two weeks in each 
location, and it has been seen not only 
in the company’s various offices, but 
in church societies, women’s clubs, 
schools, etc. Talks are given during 
the presence of the display, announc- 
ing the company’s readiness to inspect 
kitchens in homes, to measure and 
chart these rooms, and to draw up 
plans for modernization adapted to 
individual requirements. In carrying 
out this program Westchester Light- 
ing Company co-operates with a man- 
ufacturer of non-electrical kitchen 
equipment — cabinets, work tables, 


appliances. There is also a telephone. 
The coach is drawn by a six-cylinder 
automobile. In this traveling kitchen, 
a young married couple, Mary and 
Guy Lynes, will spend two years tour- 
ing the state of Georgia and holding 
lecture-demonstrations. Many Lynes 
is an expert home economist and lec- 
turer, and Guy Lynes is a technical 
engineer, and is the first man to be 
an employe of the Home Service Di- 
vision of the Georgia Power Compa- 
ny. Certainly this attractive kitchen 
will become the aim of all those who 
visit it during its perigrinations. 

' During the past two years Tona- 
wanda Power Company, Tonawanda, 
N. Y., whose Home Service Division 
is conducted by Miss Ruth Wald, has 
done notable work in selling complete 
electric kitchens to customers. Illus- 
trating this customer service some in- 
teresting photographs are here repro- 
duced, showing a typical “before-and- 
after” kitchen in Tonawanda, which 
was modernized in June, 1933, at the 
request of a bridegroom who was leav- 


“YOU BETTER TURN OFF THE MEAT PROGRAM 
— IT'S MAKING THE CATTLE NERVOUS” 


wall covering, etc.—so that when 
plans are offered to customers they 
embrace all needed materials and in- 
stallations to constitute an efficient 
electric kitchen ; complete in every de- 
tail, and tailored to fit the home to 
which it is offered. This service sup- 
plies prospects not only a kitchen-anal- 
ysis blank to be filled in for the guid- 
ance of the Plan Department, but in- 
cludes also some effective little stick- 
ers, picturing windows, doors, pieces 
of existing equipment, etc. With these 
stickers the customer finds no difh- 
culty in preparing a true picture of 
her own kitchen. 

Georgia Power Company launched 
recently a most interesting campaign 
to show homemakers in rural districts 
of the state the advantages of electric 
cookery. The scene of these demon- 
strations is a large coach, Which is 
divided into two compartments; a 
kitchen, complete in every detail; and 
an “auditorium,” seating 20 people. 
This coach is approximately 21 feet 
long and 7 feet wide, inside dimen- 
sions. It is equipped with portable wa- 
ter supply and tie-in electric supply. 
Its electrical equipment includes range, 
refrigerator and water-heater (built 
in one unit), water pumps, dishwash- 
er and sink, mixing machine, cooker, 
toaster, percolator, and other small 
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ing to enjoy a three weeks’ honey- 
moon when he ordered the service, 
and who stipulated that the trans- 
formation should be complete in every 
detail when he brought his bride home. 
This company makes it a practice to 
take photographs from all angles of 
kitchens it remodels, both before and 
after installations are made. These 
photographs, along with a book of in- 
formation called “A New Era in Kit- 
chens,” make valuable selling ammu- 
nition. 

Commonwealth Edison Company of 
Chicago its customers a com- 
plete modernization service under the 
National Housing Act, covering not 
only electric kitchens, but full wiring 
and lighting installations, air condi- 
tioning, home workshop, playroom and 
recreation room planning, garden 
lighting, burglar protection, laundry 
planning and equipment, and garage 
modernization. It has issued an attrac- 
tive booklet calling attention to the 
loans available to citizens for this 
modernization, titled “How You May 
Modernize Your Home Under the 
National Housing Act.” An Electric- 
al Modernization Bureau is in charge 
of this large program, and newspaper 
advertising and other forms of publici- 
ty are used generously to gain the at- 
tention of customers. 


Public Service Electric & Gas Com- 
pany of New Jersey has been promot- 
ing the sale of complete electric kit- 
chens to its customers since early in 
1933, when the program had its in- 
ception in the appearance of six news- 
paper advertisements in newspapers 
throughout the state. These advertise- 
ments featured drawings of model 
kitchens, and were planned by the 
Home Economics Department. Plans 
were checked by the lighting depart- 
ment of Public Service Company for 
proper illuminating service, distribu- 
tion of outlets, and other technical 
points. 

Lectures given by the Home Eco- 
nomics Department to all members of 
the sales department gave impetus to 
the campaign. Company employes 
were advised to familiarize themselves 
with the merits and details of the kit- 
chen planning service by first measur- 
ing and checking their own kitchens 
according to instructions to be fur- 
nished to customers; and to submit 
these existing kitchen plans to the 
Home Economics Consultants for 
modernization advice. 

Consultants visit homemakers who 
send in requests for advice, and check 
carefully to determine what equip- 
ment and supplementary cabinets, 
floor and wall changes, etc., are desir- 
able to transform the kitchen into a 
modern workshop. 

Since the inauguration of this kit- 
chen Modernization Service requests 
for help have been received from 400 
homemakers. As one of the promo- 
tional activities accompanying this 
modernization program, the Home 
Economics Department has prepared 
a lecture entitled “My Kitchen Is a 
Happy Place,” which is delivered to 
clubs and other womens’ groups. 
Slides illustrating the possibilities of 
kitchen re-organization accompany 
this lecture. 

Philadelphia Electric Company has 
just opened a display of kitchens which 
is unique. exhibits are four in 
number, have been built directly into 
the main showroom at 1000 Chestnut 
Street, and are located opposite the 
cashier's window so that they enjoy 
continuous trafhe during business 
hours. This exhibit will point public 
interest to kitchen modernization op- 
portunities made available under the 
National Housing Act. The company 
is ready to assist customers in plan- 
ning kitchens, although public an- 
nouncements of such service have not 
yet been released. The four setups 
were designed specifically to show cus- 
tomers how electrical appliances will 
in themselves modernize kitchens. The 
backgrounds have been carefully de- 
signed so as not to be too “classy.” 
Philadelphia buyers are proverbially 
prudent, and it is not considered good 
sales psychology to offer them kitchen 
backgrounds whose lavishness tends 
to overshadow the actual merchandise 
featured ; electric ranges, refrigerators, 
and other major appliances. The dis- 
plays, however, are most cleverly as- 
sembled, being representative of two 
distinct types of kitchen, and of an- 
other as it was before and after mod- 
ernization. 

Kitchen No. 1 shows what can be 
done inexpensively in an average 
home kitchen, using simple decorative 
materials. Walls of blue-and-white 
gingham are waterproofed with clear 
varnish. Panelling and cabinets are 


(Please turn to page 29) 
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By Tom F. 


VERY so often some one comes 
kK along and fetches the good old 
status quo a rattling kick. 

Be honest and you'll admit that 
you never dreamed that Prizefighter 
James J. Braddock was going to treat 
champion Maxie Baer to a mess of 
flying knuckles in that Long Island 
brawl. Be accurate and you'll own up 
to a sneaking sympathy with those 
Cedar Rapids, lowa, wiseacres who 
howled — 

“Didja hear that the Standard Tire 
Company is going to try to sell va- 
cuum cleaners? Imagine! The cleaner 
field is coming close to saturation. It 
takes a wizard to pick a living from 
cleaners nowadays. A dealer has no 
business wasting his time on a cleaner 
line. The manufacturers have got 
Cedar Rapids covered like a tent. Ah, 
well—some more babes in the wood!” 


Setting the Scene 
When J. B. (“Tad”) Haney of 


the Crescent Electric Company first 
raised his voice over the typewriter 
rattle of Ed Owen's blonde secretary 
and sprung the idea, Ed Owen res- 
ponded in about the foregoing fashion : 
“Tad, we've carried cleaners for 
about ten years and have sold ten of 
them. Our boys can move tires, wash- 
ers, gasoline and refrigerators but we 
lack the fine Italian touch necessary 
for cleaners, and we admit it,” said 
Ed Owen. “Anyway, Cedar Rapids 
has plenty of specialists doing that 
job.” 
' “Forget the specialists,” replied Tad 
Haney. “Did you ever hear the story 
of the fellow who ate a quail a day 
for thirty days? That describes them. 
They've been on a quail a day diet 
for too long. They are all out on a 
long limb working mostly by them- 
selves and have lost the one thin 
your organization has. Ed, if you wil 
put on a General Electric cleaner 
campaign, I'll come down here and 
show your fellows—not you—how to 
put it over.” 


No Door Bell Ringing 
Ed Owen reached for a Lucky. 


“I admit I’m curious to learn what 
my boys have that the experts lack. 
But we just wouldn't go for any door 
bell ringing, remember.” 

“Your boys have ehthusiasm and 
ignorance of cleaners,” Haney told 
him. “They'll work, and stick to fun- 
damentals.” 

The deal was struck. Haney came 
on deck, as promised. He assembled 
the twenty-eight employes of the 
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Standard Tire Company. “Boys and 
girls,” he said, ““We are starting on 
a sixty day drive to sel] an impor- 
tant home appliance. In both good 
times and hard times, homes get dirty. 
The job of cleaning is never done. 
Everyone who comes in here with a 
car costing hundreds of dollars is a 
prospect for an item priced at $39.95. 
Here's what we are going to do. 


Buttonhole All Traffic 


“You employes are being divided 
into two teams—fourteen each. When- 
ever anybody comes in the place, we 
want one of you to brace him for a 
vacuum cleaner—ask him how his is 
working, how he would like to see 
a demonstration. | want everybody 
to do this, from the janitor up. Put 
down the names of all the people you 
hear about who might be interested 
in a cleaner. We need lots of pros- 


ts. 

“Now then, I'm going to teach each 
one of you how to make the three 
dirt tests. They are the fundamentals 
of cleaner selling. They tell a cus- 
tomer why he should have a cleaner. 
No matter what happens, always give 
the three dirt tests to your prospects. 
A lot of smart cleaner salesmen have 
quit doing this —they woud rather 


compare theirs with the Whamdoodle — 


make—and that’s your chance. The 
Standard Tire Company's four appli- 
ance salesmen will help you close your 
sales if you need help. But remember 
—ask every one who comes in for a 
demonstration.” 

For each sale a dollar was put in 
the pot. At the end of the sixty day 
period of the contest, the winning 
side split up the prize, and Ed Owen 
blew the bunch to dinner at the Coun- 
try Club. (tended bar himself.) 

As promised, there was no door 
bell ringing. All leads came from 
trafic, friends, telephone. Of course 
there were follow ups to the homes. 
The hand cleaner did the trick in 
closing, it was discovered. Attach- 
ments were dead. Best demonstration 
idea originated was that of running 
the hand cleaner with the bag off 
and giving the housewife a look at 
some dust. 

Results: 341 cleaner combinations 
sold in sixty days. During the whiri- 
wind fifteen day fiinsh, some 187 were 
moved, all at $39.95. Sixty-nine or- 
ders came under the wire the last 
day, even the boss’s secretary nailing 
her man. 

“Of course we couldn't have kept 
up this pace indefinitely without go- 
ing stale,”” said Ed Owen. “But we 


PULLING ‘EM OFF THE STREET 


Even people going by the store were button-holed and 
asked about the vacuum cleaner situation — and with 28 
employees to do the button-holing there were a lot of 
contacts produced. And a lot of sales. 


did discover some fundamentals that 
helped us — 


New Homes Ready for Cleaners 


1. A new generation which doesn't 
own cleaners has come on the market. 
Less than one-fourth of our customers 
offered trade-ins. 


2. With nearly every appliance 
dealer taking a vacation from cleaner 
selling, the field is no longer crowded. 
In several thousand contacts, we ran 
into competition only once. 


3. The experts are epparently slid- 
ing away from the fundamentals that 
really sell cleaners. 


4. Floor trafic and newspaper ad- 
vertising offer a good way of getting 
prospects cheaply—equals the door bell 
method used with high priced makes. 


5. The market is ripe for popular 
priced cleaners, particularly where 
hand cleaners are offered in combina- 
tions. 
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W ork With Men Most Important 


More than twelve years ago Ed 
(Edwin H.) Owen put up his corn 
sled on his dad’s lowa farm and de 
cided that selling would agree better 
with his strength and sinus trouble. 
Coming to Cedar Rapids he sold and 
eventually opened up a tire shop. 

“Guidance, coaching and control of 
a dealer’s men is the most important 
thing in selling today,” he says. “We 
Pass on to our men every bonus, every 
spiff we get hold of to help them make 
money. We promote our top men 
from the ranks. Les Edmonds was a 
radio repair man originally, and L. 
W. Rose and Mervin M. Brown 
started at the bottom. The boys know 
there’s a better job ahead. At com 
pany sales meetings everybody attends 
—even the janitor. The old pepper, 
plus careful coaching and direction 
gave us first prize in the General 
Electric cleaner contest this spring.” 

Ed Owen carries General Electric 
cleaner, Crosley radios and refriger- 
ators, and Woodrow washers. His 


Babes the Vacuum 
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HANDISING 


Cedar Rapids, lowa 


Tire Firm 


Upsets Commonly Accepted Beliefs, 
Wins National Sales Prize 


PROSPECTS RIDING BY (BUY) 


Every man who owns a car was chalked up 
as a vacuum cleaner prospect by the wide- 
awake gang that were out selling hand 


models. 


business is rated as a $50,000 a year 
affair, divided half and half between 
auto accessories and service and elec- 
tric appliances. It is interesting to note 
his growth into electrical merchandise 
as marked by the years in which he 
has carried various items: Tires, 12 
years; radio, 7; superservice station, 

\%; refrigerators, 4 years; washers, 
2 years; vacuum cleaners, 90 days. 


It all goes to show that it isn't so 
much the type of outlet that is doing 
the selling—it is the enthusiasm and 
energy and imagination they put into 
the job. Standard Tire didn’t know 
they could sell refrigerators till they 
tried—or washers—or radio. But they 
found out. And now they have found 
that the same methods are just as ef- 
fective in producing cleaner sales. 
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EDWIN H. OWEN 


thinks coaching and direction of em- 
ployees is the key to success in fu- 
ture vacuum cleaner campaigns they 
put on. 


VISUAL 
DEMONSTRATIONS 


Taking the bag off the hand va- 
cuum cleaner and letting the pros- 
pect see the dirt fly, proved 
the most effective demonstration 
Standard Tire employees used in 
the vacuum cleaner drive. 
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WAT CONDITIONING 


A NEW INDUSTRY... FILLING A LONG-ESTABLISHED NEED... 
OFFERS DISTRIBUTORS THIS GROUND-FLOOR OPPORTUNITY 


Here's a new comfort for the home... 
a new opportunity for you to sell the 
same customers who have bought 
other household appliances from you 
...@ new companion to oil heating, 
electric refrigeration, and air condi- 
tioning. It’s the find of 1935... water 
conditioning! 

For more than twenty years, Per- 
mutit has dominated the water condi- 
tioning field in industrial installations 
and has been the world’s largest man- 
ufacturer of this line. Now, after a 
long period of development and test- 
ing, a complete line of automatic and 
manually controlled water softeners 
for home use has been perfected. At 
the same time, we have developed the 
sales plan and merchandising approach 
for this unit...and have found the 
correct way for you to sell this appli- 
ance. 

This new water softener ... with its 
companion products to remove dirt, 
bad taste, and odor... brings condi- 
tioned water within the reach of 
every one. ° 


STARTING NATIONAL DISTRIBUTION 


Now we are ready to release these appliances 
to franchised dealers for national distribution. 
To help you, we offer our simplified and per- 
fected sales course together with a complete 
line of literature, direct mail promotion, local 
displays, and newspaper advertising... and 
supporting national advertising in House and 
Garden, Country Life, American Home, Better 
Homes & Gardens, and Sunset. 


NEW ELECTRIC AUTOMATIC water 
softener makes you a big profit on every 
sale. The equipment is easily installed by 
simply connecting it to the household 
water-pipe. A broad range of models and 
sizes are available for every type of home. 
Send the coupon for details. 
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APPEALS TO HEALTH 


Why is water conditioning needed in the home? 
The answer to this question indicates the tre- 
mendous scope of your market and the bound- 
less possibilities for profitaple sales. 

Water from a tap looks perfectly clean, clear, 
and satisfactory. Usually, it is full of harmful 
impurities. In every week's supply of water 
there are several pounds of suspended matter 
and dissolved minerals which endanger the 
well-being of a family. Permutit Water Condi- 
tioning will remove the dirt and suspended 
matter, and will also make bad tasting and bad 
smelling water clean and spring-fresh. 


APPEALS TO CLEANLINESS 


Most natural water contains hardness. This 
forms an annoying ring around the bathtub and 
wash-basin, wears holes in clothes and linens, 
deposits a dirty scum on dishes and glasses, 
and scales hot-water heaters and pipes. Per- 
mutit Water Conditioning eliminates scale. as 
well as these other annoyances... and does it 
without the use of chemicals. 


APPEALS TO ECONOMY 


One of the outstanding advantages of water 
conditioning is its money-saving feature. Hard 
water clogs piping, chokes heater coils, and 
wastes fuel in the furnace. Soft water elimi- 
nates these items of household expense. It 
saves half the soap bill in the home and many 
dollars annually on sheets, towels, stockings, 
and underwear that are ruined by harsh, hard 
water. And al) these benefits can be demon- 
strated in the prospect's home, by use of a 
small portable model, as shown here. 

The fact is that a Permutit Water Softener 
pays for itself in savings before the easy 


PORTABLE UNIT, attached to prospect's 
faucet, enables you to show the value of con- 
ditioned water right in the prospect's house. 


monthly payments have been completed' The 
purchase of water conditioning equipment ts 
eligible for financing under the Federal Hous- 
ing Act. 


APPEALS TO COMFORT 


Permutit Conditioned Water adds to the joy of 
living in many ways. It brings a new-found 
luxury to shaves and showers gives the 
housewife soft, luxurious hair-shampoos... and 
softens the skin on hands and face by cleansing 
the pores of hard-water film. 


USERS ARE ENTHUSIASTIC 


Read what a few of the thousands of Permutit 
users say about this equipment. 

“I don't know of anything in my home that 
gives me more genuine delight or increases the 
joy of living, as does the water softener.” 

‘. af it were necessary for me to make a 
choice between an electric refrigerator and 
your Permutit Water Softener, I would without 
hesitation choose the water softener..." 

“I have had occasion to make a much further 
study of the scientific operation of the system 
since I bought it and I have discussed it with 
a number of doctors, all of whom have helped 
to confirm me in my conviction that it is the 
finest investment in health that we could have 
made.” 
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SALES ARE NON-SEASONAL 


Perhaps the most important reason why you 
should seriously consider adding Permutit 
Water Conditioning equipment to your present 
line is the non-seasonal sales trend of Permu- 
tit. You can afford to keep your salesmen a}! 
year round because this appliance brings in 
profits every month of the year. It helps level 
out the sales curve of other household utilities. 


A number of exclusive territories are still 
available for dealers who act now. Get in on 
this money-maker. There's a big profit for you 
on every sale. Send this coupon for complete 
details. 


The Permutit Company, Room 711, 330 West 42nd St., New York City 


Please send me, without obligation, complete details of your merchandising 


plan and money-making proposition. 
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Lumber and 


Appliances 


a natural switch 
for this dealer 


N South Bend, Indiana, there is a 
lumber dealer. Just three and a 
half years ago he began to sell planks, 
and because he knew nothing about 
the traditional ways of 
he went at it differently. 

He opened a downtown retail store. 
To sell lumber! 

The idea was original with Joseph 
F. Donahue, president, and now other 
dealers have adopted the plan. That 
downtown s.. re, located in the heart 
of the business section, became known 
as The Home Modernizing Co., a 
subsidiary of South Bend Lumber Co. 

It was part of the original plan that 
customers could drop in, get estimates 
on construction, buy paints or screen- 
ing just as they would other items 
from a‘department store, and then 
deliveries would be made from the 
lumber yard. Cupboards, endboards 
and unfinished furniture were sold 
through the retail store—everything 
that could be made out of wood. 

Unorthodoxly, the lumber company 
then set out on a house-to-house can- 
vass to sell remodeling, to make rough 
sketches of what could be done with 
old homes and to point out what re- 
novizing could do. For a time the com- 
pany prospered, before remodeling 
jobs sank into the background under 
weight of the depression. Instead of 
rebuilding homes the company began 
a campaign to rebuild rooms. 

Kitchens became of prime import- 
ance. In remodeling kitchens the lum- 
ber company found opportunity to sell 
electrical apliances. Today, with lum- 
ber sales just starting up the scale 
again, electrical appliance sales are in 
position of the tail which swung the 


orse. 

Today, The Home Modernizing 
Company sells washers and ironers 
(ABC, Automatic); oil burners 


(Timken) ; electric ranges (Standard, 


Westinghouse) ; refrigerators (Frigi- 
daire) and radios (Atwater-Kent)— 
everything for the home. It will sell 
them to you under a unit plan of their 
own or as individual pieces. “We're 
not going to sit back and wait for a 
return of lumber sales,”” Mr. Dona- 
hue once declared; “We're going to 
sell things that sell.” 

Most sales of electrical appliances 
are made out of the store on a story 
of economy operation, according to 
Diehl H. Martin, retail store man- 
ager. “We can conscientiously tell 
people that they can save money with 
a certain type of refrigerator or wash- 
ing machine because we know how 
they operate under actual working 
conditions. We have made a study of 
the American Home. 

“Eventually, it is our aim to be 
able to equip the home completely— 
erect it ourselves, decorate it, and in- 
stall equipment. In other words we 
believe the day is coming when lum- 
ber dealers will build and sell homes 
as a unit—complete to fit a certain 
price. By completeness I mean with 
refrigerators, washers, heating and 
ventilating units, air conditioning and 
small electrical appliances included. 


The G-E 
Type KH 
Motor for 
Modern 
Washers 

HELPS YOU 


QUICKLY REPLACED 


“HOW QUIETI— 1 
can hear everything that’s 
going on upstairs!” 


Because it is so quiet, a G-E motor helps 
WIDEN THE CIRCLE OF WASHDAY 
HEARING — another reason why it belps 
you sell. 


GENERAL ELECTRIC 


No Time Wasted — No Carting 
the Washer Back to the Shop 


F for any reason you should find it necessary to remove tem- 

potarily this General Electric motor—for example, in case a 
customer has moved from an alternating-current to a direct-cur- 
rent district—it can be removed and replaced quickly and easily 
simply by loosening two screws. No longer is it necessary for 
you to cart a washer back to your shop to make the change— 
and your customer’s washer is out of service a few minutes only, 
instead of hours or days. 


Because all G-E 1/,-hp. motors for washers (25-, 50-, 60-cycle, 
and direct-current) mount in the same space and in the same 
cradle, they save you time and money. Also, they simplify your 
stocking problem, just as they have simplified construction and 
production for the washing-machine manufacturer. 


SIMPLIFIED ASSEMBLY is one of many superior features of- 
fered you by these fine motors. LIFETIME LUBRICATION is 
another—no customer of yours whose washer is G-E motorized 
will ever have to add a drop of oil to the motor. QUIETNESS 
is another—quietness that comes from balanced design, durable 
rubber mountings, one-piece cast-aluminum rotors, and other 
factors. These, plus the G-E monogram—recognized in millions 
of homes as a mark of quality — WILL HELP YOU SELL. 
General Electric, Schenectady, N. Y. 


070-8» 
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Howvchold Linens (rom LORD & TAYLOR 


IGURES printed in) March 
Electrwal Merchandising show 
the vearly dollar savings by the 
home laundry as compared to the 
power laundry to be $96.72 a year 
when a tamily has been using the 
power laundry Budget System — all 
work finished, no work done at home 
and $57.72 a year to those tam- 
ilies which are using the Thrift Bun- 
dle laundry service. 

Visualizing these dollar savings in 
terms of household equipment will 
help sell washers and ironers. Here 
are a number of such visualizations 
which could be featured in advertis- 
ng and window display by depart- 
ment stores, electrical shops, hardware 
ind turmiture stores. 
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HOUSEHOLD LINENS 


1 All Wool double blanket. $10.00 


4 full size sheets . 9.60 
4 pillow cases 28 1.16 
1 Irish damask dinner cloth 6.75 
12 napkins to match 6.75 
2 luncheon cloths 3.00- 
4 linen scarfs—dresser, 
bureau, etc. 3.20 
6 bath towels 4.50 
6 huck hand towels . 6.50 
6 turkish hand towels 1.50 
12 face cloths 1.50 
12 dish cloths 1.10 
12 linen dish towels 2.25 
$57.81 


WHAT $96.72 WILL BUY IN HOUSEHOL 


D 


1 Washable candlewick bed- 


WHAT THE HOUSEWIFt 
SAVINGS USING ELECTRIC 
INSTEAD OF LAUNDR 


3 pr. boys linen pants.... 1.65 495 
eee 1.50 3.00 
4 vests... 39 1.56 
3 pr. boys pajamas...... 1.50 450 
1 washable bath robe ... 2.25 
2 girls cotton dresses.... 1.50 3.00 
3 girls gXslips.......... 98 294 
3 vests & 3panties....... 39 234 
3 pr. pajamas ........ 135 4.05 
$57.72 
WEARING APPAREL 
Group No. 2 
Men's 
@ $1.85 11.10 
3 pr. pajamas ....... @ $250 7.50 
4 pr. linen ponts........ 1465 660 
3 pr. pajamas .......... 1.50 4.50 
Girl's 
3 girls cotton dresses 1.50 4.50 
39 234 
95 3.80 
4 pr.pajomoes .......... 1.35 5.40 
2 washable bathrobes 
1 boy’s—1 girl's. . 225 450 
12 pr. hose—girls, boys... 45 5.40 


Chenille bath mat and toilet 
seat cover 5.15 
Shower curtain............. 3.95 
Silk, wool filled comforter 12.50 
1 Linen dinner cloth and 
12 napkins 13.50 
WEARING APPAREL 
3 shirts (men's)........@ 1.85 5.55 
- 2 pr. pajamas (men's).... 2.50 5.00 
3 vests (men’s) .......... 75 225 
3 shorts (men's) ......... 75 2.25 
6 pr. socks (men's)....... .50 3.00 
6 separate collors 1.02 
4 boys shirts....... 1.25 5.00 THE SAVINGS WILL BUY PORCH FURNITURE 
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| Women's 
BNE 2hooveraprons......... 83 1.66 
| é6small aprons... 55 3.30 
$96.72 


Savi 


E WIFE 
ECTRIC 
INDR 


Ann 


DISING 


AN BUY WITH YEAR’S 
ASHING MACHINE 
HRIFT SYSTEMS 


{. Noone 


DINING ROOM EQUIPMENT 


93 pce. Amer. china din. set. . $55.00 | 


12 Napkins to match....... 9.00 
2 pr. casement curtains 
7.00 
2 pr. silk drapes @ 6.95...... 13.90 
Buffet & serving table scarfs. 3.32 
$96.72 
FLAT SILVER 
Sterli it 
12 knives $39.00 
39.00 
12 teaspoons ......... 19.80 
7 
CHINA 
106-piece Nippon China 
$89.95 
94-piece Haviland, white 
and gold, dinner set..... $89.50 
PORCH FURNITURE 
3-piece rattan porch set... $62.50 
Metal luncheon table ...... . 9.00 
275 
14 ft. awning (popular size).. 7.98 
Metal folding card table .... 2.69 


4 chairs, folding, to match 


11.80 
$96.72 

HOUSEHOLD EQUIPMENT 
Axminister rug (9x12) .... $40.00 


Broadioom rug (9x12)... .. 30.00 
3-piece linen furniture cover set 26.72 


$96.72 
American Oriental Rug(9x12)$96.72 
2-piece Living Room Set. $98.00 


$96.72 


THE SAVINGS WILL ROOF A HOUSE 


REPAIRS 


Paint a 6 room house 
$25.00 for paint 
75.00 for labor 


$100.00 total cost to paint exterior 
of house—assuming regular 
mechanics are used and a 
good grade of paint. 
Cement a cellar floor 
600 ft. cellar @ 20c sq. ft., 
including labor .. . $120. 
800 ft. cellar @ 20c sq. ft, 
including labor . $160. 
Roof an average 6 room house, 
using ‘asphalt shingles—an 
inexpensive roofing in pop- 
ular use (including labor) $100.00 
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_ WHAT $96.72 WILL BUY IN ELECTRICAL APPLIANCES 


Photographic Ulustrations by LAZARNICK 


Colored wall tile 


for paper 
3.90 for labor 


cost 18 to 25c a sq. ft. 

Average living room 200 

sq. ft. would cost from 
$35.00 to ............. $40.00 
290 sq. ft. hardwood floor- 
ing could be installed for $57.72 

PLUMBING 

wash stand—about $35. with labor 
toilet —about 30. with labor 


$65.00 


for average bathroom about $65. 
Floor tile 
for average bathroom about 25. 


$90.00 
ELECTRICAL APPLIANCES 

Toaster $ 5.95 
Casserole 5.95 
Food Mixer 25.00 
Coffee Maker . 7.95 
Auto. Iron ._.. 8.95 
Chafing Dish . 14.95 
Clock 9.95 
Hand type cleaner 17.95 

$96.65 
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Radio Distributors 


The presentation of the new General 
Electric line of radio sets calls forth 
350 Eastern radiomen to Bridgeport 


Left to right: Clarence King, Sheldon Fairbanks 
Expositions; R. J. Brown, GE Supply, Bridgeport; 
unidentified; J. A. Ashburn, GE Supply, Boston. 


>. - 


J. W. Mclver, manager of sales 
promotion, GE Bridgeport, de- 
livered a knockout talk to the 
distributors. 


Left to right: J. A. Ashburn, GE 
Supply Corp., Boston, and F. L. 
Pierce, GE Supply Corp., Prov- 
idence. 


Left to right: E. N. Sampson, in charge of 
GE auto-radio; unidentified; and P. K. 
Mathias, radio sales, GE merchandise de- 
partment. 


B. C. Bowe, manager of Ernest Halburt, GE Sup- 
radio sales, General ply Corp., New Haven, 
Electric Company, de- tucks in some lunch at 
scribed the new line. the GE meeting. 


In the back row is John 
Hope of GE Supply, Boston, 
while in front are A. G. Ben- 
son, GE Supply, Providence 
and R. L. Holmes, GE Sup- 
ply, Manchester, N. H. 


R. J. Cordiner, asst. 
manager appli- 
ance sales in 
charge of GE roa- 
dio chats with Art 
Jordan of Boston, 
Mass. 


Left to right: Unidentified; Fred Leach, 
W. H. Tucker, service supervisor; W. R. 
Craw, operating manager, all of GE 
Supply, New York. 


J. G. Johannesen, vice presi- 
dent, GE Supply Corp., and Ray 
luebbe, legal department of 
General Electric. 


Left to right: George Eltz and Joseph Osborne, 
both of GE Supply, Hartford and an unidentified 


tleman. 
A bashful gentleman identified 
as W. E. Mathias of GE's radio |. J. Kaar, chief design engineer 
sales department. of GE's radio department. 
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Leach, 
WLR. 
of GE 


Kitchen 
Modernization 


ot maple finish; flooring is of brick- 
colored linoleum, while color accents 
are supplied by touches of rose-red 
paint, and curtains of yellow with red 
trimming bands. The sink and drain- 
boards are of stainless steel. 

Kitchens No. 2 and 3 are the “Be- 
tore and after” example which imme- 
ately catches the absorbed attention 
ot observers. “Before” is a replica of 
a West Philadelphia kitchen built jn 
the drab days of 1914. Gloomy wall 
paper, oaken cabinets, a sink of min- 
ute proportions devoid of convenience, 
uninviting floor covering, and a 1915 
model electric range mark the ideas 
ot that period. Remodeled, this same 
kitchen becomes more compact, more 
workmanlike, and infinitely more at- 
tractive. Cabinets are of light blue- 
green, ivory trimmed. Walls are paint- 
ed a gay yellow. Sink and drainboards 
are white porcelain, harmonizing with 
the electrical equipment. 

The fourth kitchen is more elab- 
orate, made up in the modern manner. 
Black monotone tiles trim the walls; 
cabinets are of pearl glow; ceilings 
and walls are white, with varied ac- 
cents of mandarin red. 

These kitchens conform to a variety 
of tastes and budget conditions; they 
will undoubtedly be instrumental in 
changing over many cooks of the old 
school to up-to-date housekeeping pro- 
cedure. 

The Electrical League of Cleve- 
land has been campaigning for com- 
plete electric kitchens since 1933, 
when its yearly electric show was 
opened in the League auditorium. Six 
complete electric kitchens were shown 
at this show, which had been preceded 
and announced by elaborate advertis- 
ing publicity, and which drew large 
attendance from- among homemakers 
and also business men of the city. 
Each of the six kitchens were com- 
plete in all details, being ready for 
the cooking of a meal. This electric 
kitchen show was followed by an ad- 
vertising campaign which was suc- 
ces$ful in awakening Cleveland to the 
desirability of installing complete kit- 
chens rather than baying equipment 
piece by piece. 

While electrical manufacturers, 
dealers and utility companies have 
made efforts toward promoting the 
electrical kitchen as a unit purchase, 
it must be conceded that the idea had 
its first inception in women’s maga- 
zines, and in newspaper homemaking 
institutes, which have done yoeman’s 
work in educating homemakers to the 
needs of modernization along the lines 
ot kitchen planning. The Ladies Home 
Journal, Good Housekeeping, Deline- 
McCall’s Magazine, Herald 
Tribune Institute, and many other 
publications issue admirable and au- 
thentic books and bulletins on kitchen 
planning, which are available to home- 
makers at low cost. In addition to 
these books, the publications continu- 
ously advocate kitchens planned to 
simplify cooking, to eliminate unneces- 
Sary steps, to save time and labor, and 
to make kitchens more wholesome and 
more agreeable working centers. 
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THATS THE ADVANCE THAT) 

GASOLINE POWERED | 
WASHER SALES HAVE 
MADE OVER LAST YEAR 


Are you getting your share of this 
extra business? 

These actual sales figures prove that 
the rural market is buying and that farm 
homes want modern conveniences. 


The market for gasoline powered wash- 
ers is large—most farms have no elec- 
tricity . . . Get your share of this extra 
business b'y demonstrating washers 
equipped with the proven depend- 
able Briggs & Stratton 4-Cycle Motors 
— show the time and labor-saving of 
gasoline power over old-fashioned 
methods for farms without electricity. 
BRIGGS & STRATTON CORP., Milwaukee, Wis. 


Brigg# Stratton equipped 
washers are eabiest to sell— 
standard on 30 makes— time 
tested — nearly 509,000 
im use...Write your wash- 


1935 
E Sup- 
er manufacturer for details. 
3 CYCLE 
a EASY STARTING DEPENDABLE 
GASOLINE MOTORS 
ey 
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Protected Profits Plan 


@ Scep out of the dog-eat-dog, price-fighting 
rut this Fall — and make some real money on 
your washer business. One Minute offers you a 
sensational new 3-Way Profit Plan that not only 
enables you to meet 1935's intensive selling con- 
ditions with your chin up, but guarantees you a 
Protected Profit in so doing 

Investigate this great “New Day’ plan. Send 
coupon for details of the new One Minute 1935 
line. Go into the washer business to make money 
this season. Let One Minute show you how 
to double your profits! 


ONE MINUTE WASHER CO., Newton, lowa 


MAIL THIS COUPON 


ONE MINUTE WASHER CO 
Newton, lowa 


yr Flee 
Sales 
a complete One 


Without obligation, send me full details of your 
new 3-Way Profit Plan 


“COLD FACTS” 


No. 8 


gin to “cool off.” Flexible 
Rubber Trays and Grids 
help reheat the buying 

«... INSIST that ALL 
models of the retrigerator 
you sell come factory 
equipped. Write to your 
manufacturer or direct to 
us. The Inland Manufac- 
turing Co., Dayton. Ohio. 


Salesman: “See? The ice cubes pop right out!” 

Prospect: “Oh dear! This refrigerator has everything! I'll just 
have to buy it. And be sure I get two of those 
Piexible Rubber Trays.” 


WILL HELP SELL 


OW 1935! 
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Frank Rice doesn't believe in resting on the 
sale of a refrigerator—here he is with an air- 


conditioning unit he sold the same customer. 


a bet when he fails to regard 

purchasers in the upper income 
brackets as prospects for additional 
equipment in his line? Is the upper 
income bracket home fully sold when 
a high priced household unit is in- 
stalled in it? 

These are questions that have per- 
plexed many sales managers and many 
crack salesmen. The mine-run of sales- 
men look upon . home as sold out 
once a household model is placed in 
its kitchen. But those salesmen who 
regard that sale as only the starting 
point increase their own incomes and 
the sales volume of their dealers and 
distributors. 

Take the case of Frank R. Rice, 
Frigidaire salesman in Kansas City, 
Mo., as an example. Probably many 
other salesmen in the United States 
have had similar experiences, but 
Rice's serves to illustrate the hidden 
potential in a home of the so-called 
upper income classification. 

One day two years ago, Rice was 
sitting in the show-room in Kansas 
City trying to think up a sales ap- 
proach to a prospect for commercial 
refrigeration. He overheard the sales 
manager making arrangements for a 
man to visit the home of a wealthy 
broker to determine his household re- 
frigeration needs. 

Rice asked to be permitted to make 
the call. Permission was granted. Rice 
never had met the prospect nor had he 
ever been in the house. But on the 
way out, he determined he was going 
to sell him a super fifteen. 

Reaching the house, he had round- 
ed up all the arguments he could 
muster to convince the prospect he 
should have the best in the line. 


T° a refrigeration salesman missing 


“Why sure I'll buy one,” was the 
surprising answer even before Rice 
could advance all his sales arguments 
and reasons. “And, by the way, do you 
people make anything that could cool 
our drinking water?” 

Rice was floored. Gaining his com- 
posure, he outlined a circulating wa- 
ter system with taps in the kitchen, 
butler's pantry, basement and up- 
stairs bathrooms. The prospect bought 
on the spot and installation was start- 
ed within a few days. 

That experience was the beginning 
of one of the most interesting experi- 
ments in refrigeration selling that has 
ever been recorded. 

. If a customer could be sold a house- 
hold box and a circulating ice-water 
system, why couldn’t he be sold equip- 
ment for other home «ses, Rice rea- 
soned. 

He set about determining the social 
activities of his prospect, what sports 
he followed and any other data that 
could be uncovered. He discovered 
that his prospect took great pride in 
the recreation goom in the basement 
of his home and that his prospect's 
business made it necessary for him to 
remain in Kansas City during the 
summer season instead of seeking com- 
fort in the Colorado Rockies. 

Rice decided a refrigerated beer 
storage box, instantaneous eer coole: 
for draft beverage, an ice maker and 
game storage box might interest his 
prospect. He sketched the installa. 
tion, figured the cost*and approached 
his man. Another sizeable sale was 
chalked up. The installation was made 
and the purchaser could boast of the 
finest recreation room in the Missouri 
metropolis. 

This sale gave Rice confidence 
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Refrigerator 
salesman 
Frank Rice 
of Kansas City 

followed up a domes- 
tic unit sale with 
water - cooling, beer- 
cooling, ice-making 
and air-conditioning 

equipment. 


enough to figure out the cost of par- 
tial air conditioning for this home. He 
figured the expense of equipment for 
the master bedroom and three other 
rooms on the sleeping floor of the 
house. It was an easy sale. No argu- 
ments, no sales resistance. The pros- % 
pect told Rice: “You have sold me, More and more washing ma 
but just so you don’t get the idea I 
am easy, I am asking for competi- 
tive estimates.”” The estimates proved 
Rice’s prices in line and he got the job. 

Most salesmen would be satisfied 


Sunlight’s advice: “Look to 


buy.” And, more and (mone, they are using Sunlight 


is the with calling it a day, but Rice had fig- 
Rice ured there was a in this 
ments home of $3,500 worth of refrigeration 
© you and air conditioning equipment—a po- motors as the guide to Washing machine yalue. Deal- 
1 cool tential allowing for air 
of the recreation room, but not t . 
ers tell them about Sunlight’. freedom from warranty 
z wa- So he went to work on that end. me. 
_ WE Apes —_ and the potential work and repairs. O mers tell them of Sunlight’s 
ought a household unit sale in 
start- Rice had built a sale approximately 
seven times as great in volume for his quiet, reliable a ees throughout ye Aetna al of 
nning dealer and in commissions for himself. : 
xperi- Did he forget his No. 1 customer 
at has then? No, sir! Throughout 1934 and 
early 1935, he checked frequently to 
10UBe- make certain everything was running 
water satisfactorily. This so pleased the cus- 
quip- tomer that this month (June), he 
* rea- called Rice in to figure on equipment 
for a summer place he is planning in 
social the Ozarks. 
sports And here’s what he wants: 
. that A household super fifteen. 
vered Circulating ice-water system. 
de in Bar and ice-making refrigeration 
‘ment facilities. 
pect's Complete air conditioning for every 
im to room in the house, including the base- 
z the ment, not only for summer cooling 
com- and dehumidification but also for win- 
ter heating and humidification. 
beer That sale isn’t buttoned up as yet 
oole: and probably won’t be for a few 
r and months yet but it will mean a total 
st his sale to one customer of more than 
talla- $8,000 worth of refrigeration and air 
ached conditioning equipment for home use 
was exclusively. 
made Is there a potential in upper income 
f the bracket homes greater than one house- 
sour! hold unit? Cock your ear in the di- 
rection of Kansas City and you will 
dence hear, wherever you may be, a lusty 


“Yeah” from Frank Rice. 
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Competition Sans 
Competitors 


We believe that the E.E.1. offer of a series 
of prizes for better designed 1.E.S. lamps was 
a worthy attempt to improve the business. It 
was not accepted as such by the portable lamp 
manufacturers. They refuse to enter into com- 
petition because they fear defeat. For should 
Manufacturer A win an award and Manufac- 
turer B fail to do so, then, according to their 
philosophy, Manufacturer A will swipe all of 
Manufacturer B's business. And conversely, 
should Manufacturer B win an award and Manu- 
facturer A fail, it would be B on the receiving 
end of the orders. So they get together and say 
to the E.E.1., “Nix! We will not play that game 
ot ball. We will continue to get out our present 
undeloused designs and chisel each other until the 
kine come home.” 

Well, there are a lot of very’ swell fellows 
in the portable lamp business. Also there are some 
who smell strongly of goat. 


If They’re Awkward 
They’re Obsolete 


And this brings us around to another point 
about kitchens. We find a lot of salesmen with 
slickum on their hair referring to old kitchens 
as “obsolete”. Such a word insults the customer. 
An obsolete kitchen is not an old kitchen but an 
awkward kitchen. Many old kitchens are models 
of convenience, many more which were built 
during boom times are as clumsy as a drunken 
elephant. What we are trying to do in this elec- 
tric kitchen movement is to eliminate awkward- 
ness, not age. 


Screen Door 


Selling 


The story is told of George M. Cohan enter- 
ing a New York bar for purposes of temperate 
refreshment. A young newspaper man, obviously 
under the influence, if you know what I mean, 
announced solemnly to Mr. Cohan that he was 
writing a great play. “Well,” said Georgie, “you 
picked a good place for it.” 

The moral of which story applies to very many 
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ANNA A. NOONE, Home Appliance Editor 


summertime sales activities. They are plotted and 
executed in a shady seat alongside first base with 
two on and the Babe at bat, or at a beach where 
the feminine costumes make pictures of Cleo- 
patra look overdressed. 

For the benefit of those who sell by outside 
solicitation we point out that screen doors are 
very much easier to open than storm doors, that 
practically every appliance we sell has greatest 
economy, comfort and convenience appeal in sum- 
mer. But of course the salesman has to go to a 
screen door instead of a turn-stile to convince 
housewives of this truth. 


Pleasure Versus 
Appliances 


The electric kitchen is an idea—not an agglom- 
eration of applianeeS: ~ 

The idea is very simple. It is just another step 
toward finer living. It rates with the bathroom, 
the family car, the evening clothes and the club 
memberships. One might even compare it to 
the living room furniture or the man-hours util- 
ized in maintaining the lawns and gardens. Or, 
to pin the onus on the family provider, it might 
be compared to the luxurious office, the provo- 
cative blond at the information desk or the head 
waiter who calls you by name when you entertain 
out-of-town guests. All these things add to the 
zest of life—also they cost money. 

The electric kitchen ranks with the world’s 
most desirable attainable luxuries. No room in 
our home has greater charm. Let house guests 
arrive and we comfortably drape ourselves in 
front of the refrigerator pouring beacons of foam- 
ing ale at 47° Fahrenheit. And between sips we 
watch the Old Gal performing near-miracles of 
culinary art by the simple expedient of snapping 
a few switches. If cocktails are in order the men 
guests knock the juice from under citrus rinds 
on our food mixer. The girl guests operate the 
coffee-maker. Or maybe it is cold tea, in which 
case the ice cubes, each with a mint leaf and a 
cherry frozen into them, give the beverage tang 
and color. And when the party is over the 
crockery is tossed into the electric dish washer 
where it remains overnight and is cleaned next 
morning in ten minutes flat. 

What does all this cost? Well, the writer finds 
that when the bad news comes from the lighting 
company on the tenth of the succeeding month 
he is sunk to the tune of six forty-five—the price 
of three tankfuls of gas. Two rounds of drinks 


in any decent might club would cost you more. 

It seems to us that solemn Tugwelian econ- 
omics are a small part of electric kitchen promo- 
tion. It seems to us that referring to the kitchen 
as “the workshop of the home” is a very un 
fortunate choice of words. The kitchen, as a 
matter of fact, is the home playroom, it should 
be promoted on the basis of plus-pleasure, not 
anti-drudgery. It is in the kitchen where father 
serves the drinks, where the kids lick the cake- 
spoon and where women retail the neighborhood 
gossip. 

The Better Light-Better Sight movenient is a 
success’ because we are selling seeing instead o1 
fixtures. The electric kitchen movement will be a 
success when we sell pleasure instead of appli- 
ances. 


What Price Tags? 


A mighty campaign is being waged to establish 
acceptance for the Illuminating Engineering So- 
ciety'’s approval tag as applied to portable light- 
ing equipment. This endeavor carries the names 
of forty manufacturers of lamps, the names of 
the two manufacturers of Mazda bulbs, and is 
backed by the National Better Light-Better Sight 
Bureau which involves the Edison Electric In- 
stitute, the Better Vision Institute, and a dozen 
or more other organizations devoted to the broad 
ideal of sight conservation. 

Some years ago the business of silversmiths 
was torn to ribbons by a few manufacturers and 
dealers who sold white metal and sheerest plate 
as “solid silver.”” The business reached such depths 
of degradation that the Congress (at the instance 
of a jeweler’s trade journal) finally passed a law 
establishing the “Sterling” standard and made it 
an offense punishable by fine and imprisonment 
for anyone to identify or sell as solid silver any- 
thing which contained less than the silver content 
of the English pound sterling. 

The effort to establish the I.E.S. tag is very 
similar in intent to this law. The approved lamps 
meet certain standards. These standards cover 29 
mechanical points, 14 electrical and 11 illumina- 
tion, a total of 54. This means that the maker 
of non-tagged lamps has 54 opportunities to chisel. 
It means that the merchandise buyer of un- 
tagged lamps has 54 coal holes into which he 
may tumble. It means that the ultimate purchaser 
of an untagged lamp is exposed by his dealer to 
54 chances of being gypped. 

The difference between tagged and untagged 
lamps is a sur-tax of $1.20 per dozen on the manu- 
facturer’s cost sheet. Figuring normal mark-ups, 
this means not more than 25 cents on the retail 
price of each unit. 

But the question is not one of price, but of in- 
surance. The tag insures a standard just as does 
the label of the Electrical Underwriters’ Lab- 
oratory. Tagged lamps meet the specifications: 
untagged lamps may or may not. Has the de- 
partment store lamp buyer or the utility purchas- 
ing agent the technical knowledge to check 54 
points of mechanical, electrical and illumination 
factors? We do not believe he has. 

Something like $100,000.00, maybe twice that 
sum, will be spent to make the American public 
“tag conscious”. The dealer in untagged lamps 
runs the very great risk of having his more in- 
telligent; and more desirable, customers rate him 
as a purveyor of sub-standard merchandise. There 
is no net in that. 
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This new Portable Mixer, the latest revela- 
tion of General Electric Engineers, is al- 
ready making history. So different — so 
smartly styled, so appealing that house- 
wives just cannot resist the urge. “That’s 
the mixer I’ve been waiting for,” one after 
another repeats. 


The newest finish — bright silver bronze 
— has been acclaimed by editors of lead- 
ing women’s publications as that touch of 
distinction necessary to set off this dis- 
tinctive mixer. The finish is protected with 
a coat of baked-on Glyptal — acid-and 
alkali-resisting. 


Light and well balanced, it is easy to use 


GENERAL ELECTRIC 


$18.75 List 


“Count me in!” Thousands of retailers all over the country 
are exclaiming. “And me!” “And me!” “And me!” exclaim bowls come as standard equipment. Double beaters designed 


COMPLETE WITH JUICE EXTRACTOR 


AND OIL DROPPER 


$21.50 List 


anywhere in the kitchen. Large and small sure-grip white 


to contour of mixing bowls assure complete mixing. 


Three distinct speeds, providing the proper 
speed for every mixing job. All speeds 
controlled right at the handle. 


Juice extracting set for an additional $2.75 
includes white porcelain reamer, sure-grip 
white juice bowl — with non-corrosive 
metal spout, and efficient oil dropper. 


Other accessories — speed reduction unit, 
food chopper, slicer and shredder, grater, 
knife sharpener, buffer and drink mixing 
set — at slight additional cost. 


We're counting you in, Mr. Retailer. Get 


further details from your General Electric 
Hotpoint Distributors. 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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you want 
to make real money tus fall! 


COMBUSTIONEER, INC., Springfield, Ohio . 


COMBUSTIONEER 


Here's the way to big-time money—and it’s yours for the 
asking. The how and why and all about the specialty with 
a big today and a BIGGER TOMORROW—Combustioneer 
Automatic Coal Burner. 

And it’s high time to ask for it. Fall is virtually here. The 
peak season is just around the corner. 1935 is setting a 
new “high” in Combustioneer sales. 

This book is the pre-view of an amazing profit-opportunity. 
A picture in which you fit, if you are an experienced, spe- 
cialty-minded merchandiser. Our “straight-line”? merchan- 
dising plan gives you a new outlook on specialty selling . . . 
and assurance of profits this fall. 

Combustioneer’s market includes virtually every home, office 
building, institution, apartment, laundry, factory, garage— 
more than 24 specific markets. A model for every condition 
and every purse. Na- 
tional advertising. Co- 
operation. Engineering 
background to give you 
confidence—and plen 
of profit to go pie 
Well, you just can't get the com- 
plete idea in a flash like this. 
So ask for the book NOW and 
get ready to go to town. But 


don't wait . . . do it now. 
Use the coupon. 


FURNASTOKER 


The automatic coal burner with the Breathing Fuel Bed 


COMBUSTIONEER, INC., 
Springheld, Ohio. 


Combustioneer proposition. No obligation. 
Name of Company 

Address 

City State 
Name and Title of Individual 
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. . Makers of 


Kindly send us the Merchardising Book, presenting the 


frsitions 


GE Bridgeport 

A. E. Pierce, whe has been appeimt- 
ed manager of department store sales, 
according to an announcement by the 
General Electric Company’s Merchan- 
dise Department, Bridgeport, Conn., 
will be responsible for the coordina- 
tion of plans and policies pertaining to 
sales through department stores, fur- 
niture stores, and other key merchan- 
dising outlets. The appointment is in 
line with a recent decision to give 
specialized attention in the G-E ap- 
pliance division to the distribution 
problems arising from the transaction 
of this business. 

At the time of his recent appoint- 
ment, Pierce was in charge of the 
commercial research division in Bridge- 
port. He joined the G-E Merchandise 
Department in 1930 as a member of 
the radio sales section. 


Geyer-Cornell 
H. W..Newell, who for the past 
3% years has been vice president in 
charge of sales of the Frigidaire Cor- 
poration announces his resignation to 
accept the vice presidency of Geyer- 
Cornell Company, Inc., advertising 


agency. 

Newell, a Dartmouth Graduate 
(1920) has had a spectacular rise in 
the sales management field. Beginning 
before leaving college as a Delco Light 
salesman be successively became sales- 
man, branch sales manager, branch 
manager, and then vice president for 
Frigidaire, the leader in the refriger- 
ation industry. Newell’s experience has 
given him intimate contact with many 
types of distribution, including spe- 
cialty sales organizations, utilites spe- 
cialty dealers, department stores and 
other merchandising outlets. 

The Geyer-Cornell agency has ex- 
panded rapidly in the past few months, 
haying but recently moved to new 
quarters at 745 Fifth Avenue, New 


York. 
Frigidaire 

Succeeding Earl D. Doty, who re- 
signed recently, Lee A. Clark has been 
appointed advertising manager of the 
Frigidaire Corporation, Dayton, O. 
Mr. Clark has been with Frigidaire 
for six years having been assistant 
manager of sales planning, and sales 
promotion manager since 1933. 
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Fielding Chandler succeeds 
A. A. Uhalt as head of GE's 
dealer division. (See Gen- 
eral Electric) 


R. E. Bard has been ap- 
pointed head of the Dealer 
Cooperation Department. 
(See CommonwealthEdison) 


H. W. Newell, vice presi- 
dent, Frigidaire has joined 
the Geyer-Cornell agency 
as vice president. (See 
Geyer-Cornell) 


Norge 

John H. Knapp, vice president of 
Norge Division, Borg-Warner Cor- 
poration, announces that E. R. Bridge, 
well known sales executive in the 
washer field, until recently with The 
Maytag Company of Newton, Iowa, 
been appointed washer sales man- 
ager of Norge. Mr. Bridge will head- 
quarter in Detroit. Norge washer sales 
for the first quarter far exceeded those 
for the entire year of 1934. The 
Norge washer will be one of the 
three campaign products in the sum- 
mer sales campaign which will be 

staged in July and August. 


Kelvinator 
Promotion of Walter Jeffrey to the 
position of domestic advertising man- 
ager of Kelvinator Corporation has 
been announced by Vance C. Wood- 
cox, director of advertising and sales 
promotion. 


This Book NOW 
| N H. H. Bos- 
{ OMB — : ? tral station division is Law- 
Me meter USTIQ rence Jennings. (See Gen- 
NE, E eral Electric) 
4 


MTT 


M. T. Bard has been picked 
to head the new “kitchen 
waste” division of GE. (See 
General Electric) 


Walter Jeffrey has been 
appointed domestic adver- 
tising manager of the Kel- 
vinator Corporation. (See 
Kelvinator) 


Succeeding Earl D. Doty, 
resigned, Lee A. Clark be- 
comes advertising manager 
of the Frigidaire Corporco- -. 
tion. (See Frigidaire) 


Mr. Jeffrey has been with Kelvin- 
ator for the past five years, since the 
first of this year as operations man- 
ager of the advertising and sales pro- 
motion department. Prior to January 
1, he had been contest manager for 
Kelvinator for two years. 

Wilbur E. Saylor, who has been 
connected with the Kelvinator sales 
promotion department for several 
years, assumes Mr. Jeffrey’s place as 
operations manager. 


Stewart-Warner 


Fred R. Cross advertising manager 
of the Stewart-Warner Corporation, 
Chicago, recently announced the ap- 
pointment of C. C. DeWees as assis- 
tant advertising manager. Mr. De- 
\Wees was associated with the Grigsby- 
(irunow Company for a number of 
years and later with the Rudolph 
Wurlitzer Company. Previously he 
was for a number of years manager 


A. E. Pierce has been made 
head of department store 
sales of GE's merchandise 
department. (See GE Bridge- 
port) 


of The Dearborn Advertising Agency, 
Chicago. DeWees will devote the ma- 
jor portion of his time in directing 
the advertisng and sales promotion ac- 
tivities of Stewart-Warner Radio and 
Refrigeration according to Mr. Cross, 
for it is in this field that his experi- 
ence will prove most valuable in the 
promotion of these products. 


One-Minute 

FE. P. Walters has joined the sales 
personnel of the One Minute Washer 
Company, Newton, Ia., succeeding R. 
C. Hammer who resigned, effective 
June 30th. Mr. Walters was former- 
ly secretary and treasurer of the La 
Plante Choate Manufacturing Co., of 
Cedar Rapids, Ia. 


General Electric 

Announcement of a number of pro- 
motions in the specialty appliance de- 
partment of General Electric Compa- 
ny has been made by P. B. Zimmer- 
man, department manager. 

Fielding Chandler succeeds A. A. 
Uhalt as manager of the dealer divi- 
sion, Uhalt hav‘:.g resigned to enter 
another line of business. Chandler has 
been in the dealer division for some 
time. E. H. Norling, formerly of the 
sales promotion division, has been 
transferred to the dealer division. 

M. T. Bard, who has been con- 
nected with the department’s commer- 
cial division, has been named manager 
of the newly created kitchen waste 
unit division. 

Lawrence Jennings, who for sever- 
al years has been commercial manager 
of the Eastern Shore Public Service 
Company, Salisbury, Md., has been 
named as an assistant to H. H. Bos- 
worth, manager of the central station 
division. W. D. McKelvie of the cen- 
tral station division has been named 
western manager of the division, with 
headquarters in Chicago. J.M. Walk- 
er is eastern manager of the division, 
with offices in New York. 

M. D. Grow, in charge of sales 
training, has been transferred from 
sales promotion division to the sales 
division, headed by A. M. Sweeney. 

Westinghouse 

The appointment of V. E. Vining 
as Director of Department Store Sales 
has just been announced by R. E. Im- 
hoff, Sales Manager, Merchandising 
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FOR FALL 
-BUSINESS 


PROCTOR will sound a 
NEW NOTE 


During this intermission between summer and fall, 
take time out for tuning up your small appliance 
business—for the coming season select only the 
numbers that will ‘stand them in the aisles’ — 
concentrate on merchandise that you can know will 
really sell for you. 


The Proctor line, more than ever before, is well worth 
“playing”. Its name has been publicised from coast 
to coast, its numbers are popular for the holiday 
season — Proctor products are quality merchandise, 
reasonably priced and showing a profitable 
mark-up for you. 


But more than that, Proctor this fall will put itself 
definitely over on your side of the counter. Watch 
for its announcement in the Sept. issue—made-to- 
measure promotions designed to sell directly for you 
—everything you need to capitalize on your best 
prospects — the prospects already within your store. 
No matter what your requirements, the Proctor 
program has been specially designed for you. 


So, tune up now for the grand finale—sound your 
“A for an aggressive fall selling season! Make 
Proctor your /Jeader and you'll “bring down the 
house”! Proctor & Schwartz Electric Company, 7th 
Street & Tabor Road, Philadelphia, Pa. 


PROCTOR 


IRONS - TOASTERS - WAFFLERS 
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HEREY THEREY EVERYWHEREv 


In the electrical industry there is always something to be 

shipped—urgent orders, replacements, or new stocks. Railway 

Express solves all shipping problems and is always at your ser- 

vice. Fast moving trucks pick up your shipments; swift passenger 

trains rush them en route; other trucks deliver them swiftly 
to destination in all principal cities and towns. Two receipts, 
one at each end, insure correct delivery. An express service 
that really is EXPRESS, emphasized by low cost. Any ship- 
ments—any measurement—any weight. © For service or infor- 
mation simply telephone the nearest Railway Express Agent. 


RAILWAY EXPRESS 


AGENCY INC, 


NATION-WIDE RAIL-AIR SERVICE 


J 


These rings s 


ave you money 


in fitting 
electric ranges with 


CH ROMA LOX Super-Speed 


REPLACEMENT RANGE UNITS 


Many makes of ranges—many sizes of unit apertures—yet only 
four sizes of Chromalox unit assemblies are needed to bring 
all makes and types of ranges right up to date — making of 
each one a modern, fast-cooking economical kitchen unit, and 
of its user a gratified customer. 

The adaptor rings—a feature of Chromalox Units — are 
available in all sizes to fit any aperture. They can be stocked 
im quantity at small expense, enabling a limited stock of unit 
assemblies to meet the widest variety of requirements. 

Power companies and dealers alike are conducting profitable 
range modernizing campaigns with small inventory outlay. 


This sales cam- 
paign is always 
successful 

Use the coupon — and 
learn how this plan has 
gone over in other lo- 


Fill owt and 
mail the coupon sow. 


EDWIN L. WIEGAND COMPANY 

7525 Thomas Bivd., Pittsburgh, Pa. 

Without oblication, send us complete data about (hromalox Super. Speed 
Keplacement Kange Units and how we can make money selling them. 
There are approx electric ranges in the territory we serve. 
Check which We sell elec. ranges. We not sell efec. ranges. 
Send ws catalogs about Chromalox-equipped electric ranges. 


Name Position. . 


Division ot the Westinghouse Elec- 
tric & Manufacturing Company. 
Prior to this appointment Vining has 
been the Department Store Supervisor 
ot Household Refrigeration Sales for 
Westinghouse. 

Vining, known to the refrigeration 
industry as “Sam” takes over his new 
duties with years of experience in 
department store merchandising. In 
addition to his outstanding record in 
the refrigeration industry he was a 
dealer and distributor of electrical ap- 
pliances for several years, accumulat- 
ing valuable experience to contribute 
to his new position. 


Westinghouse 

The announcement of the appoint- 
ment of T. J. Newcomb as Manager 
of Commercial Refrigeration Sales is 
made by P. Y. Danley, Manager of 
the Refrigerator Department, West- 
inghouse Electric & Manufacturing 
Company. Mr. Newcomb will have 
his offices at Mansfield, Ohio, the 
headquarters of the Merchandising 
Division of the Westinghouse Co. 

Previous to his appointment as 
Manager of Commercial Refrigera- 
tion Sales, Newcomb served the West- 
inghouse Company as Eastern Man- 
ager of Refrigeration Sales, with head- 
quarters at the New York Office. 


Joslin Dry Goods 

Steve Kugler, buyer of all major 
and small electrical appliances for the 
Joslin Dry Goods Company in Den- 
ver, has resigned. He was formerly 
connected with the May Company 
here in the same capacity. His knowl- 
edge in this field as well as his reputa- 
tion in the Rocky Mountain Territo- 
ry should be of great value to him in 
his new enterprise. He intends to es- 
tablish a modern distributing and re- 
tail organization to cover this western 
country. 


Commonwealth Edison 

R. E. Bard has been appointed man- 
ager of the Dealer Cooperation De- 
partment of the Commonwealth Fdi- 
son Company of Chicago. This de- 
partment is devoted to the promotion 
of friendly cooperation between the 
utility and dealers in Chicago and was 
formerly known as the Bureau of 


Merchandising Cooperation. 


Toastmaster 

Waters-Genter Division of the Mc- 
(iraw Electric Company have added 
two more salesmen to their sales force. 
Lee J. Morris, with headquarters in 
Philadelphia, has taken the place of 
Mr. O'Brien, - representing them in 
Philadelphia, Baltimore, Washington, 
upper New York and the eastern half 
of Pennsylvania. 

R. S. Christy has been appointed 
representative with headquarters in 
Atlanta. He will cover the entire 
South. 


Warren Telechron 

At a recent meeting of its Board 
of Directors, Mr. 1. W. Kokins, gen- 
eral manager, and Mr. C. E. Davis, 
sales manager, were elected vice presi- 
dents of the Warren Telechron Com- 
pany, Ashland, Mass.—manufacturers 
of electric clocks, synchronous motors 
and instruments. These appointments 
became effective May 16th, according 
to Mr. H. E. Warren, President. 


Sparks-Withington 

At a special directors’ meeting o: 
The Sparks-Withington Company re- 
cently, presided over by Winthrop 
Withington, Chairman of the Board, 
William Sparks, President and Gen- 
eral Manager, asked to be relieved oi 
many of the routine duties that for 
many years have occupied most of his 
time. 

In line with this request, the matter 
of dividing responsibility was discussed 
at length and Saturday night Mr. 
Withington announced a revised plan 
of management. The wisdom. of 
grooming a second in command, for 
Jackson’s largest employer of labor 
met with approval by all directors. As 
result William Sparks will remain as 
President of the Company, but will 
relinquish his many duties as active 
General Manager. He will be suc- 
ceeded in this busy capacity by Harry 
G. Sparks, his son, who has been with 
the Company for fifteen years and 
who for the last five years has been 
energetic in design, sales and adminis- 
trative activities. The change became 
effective Monday, June 3rd. 


L E.S. 

L. A. S. Wood, chief lighting en- 
gineer, Westinghouse Electric & 
Manufacturing Company was elected 
President of the Illuminating Engi- 
neering Society for a twelve-month 
term beginning October 1, 1935. 

Mr. Wood, one of the foremost il- 
luminating engineers in the world, has 
been closely identified with the light- 
ing industry ever since he began his 
business career and is thoroughly fam- 
iliar with lighting practice not only 
in this country, but also in England, 
of which country he is a native. His 
association with the electrical indus- 
try comes naturally, as his grand- 
father was one of its pioneers and was 
associated with Michael Farady in his 
research work at the Royal Institute, 
London. 


Vancouver Electric Club 

Robert Hedley, sales manager, Ne- 
on Products of Western Canada, Van- 
couver, B. C., was recently elected 
president of the Vancouver Electric 
Club. John Priestman, assistant sec- 
retary of the Electrical Service 
League of British Columbia, was 
appointed as vice-president, with F. 
Crosby, Northern Electric Company, 
as secretary, and John Taylor, B. C. 
Electric Railway Company merchan- 
dising division as treasurer. All four 
officials have had considerable experi- 
ence in other offices of the club in 
previous years. 


Electrical Appliances, Inc. 

D. P. Dinwoodie has resigned as 
president of Electrical Housekeeping, 
Inc., distributors here for General 
Electric refrigerators, ranges, dish- 
washers and other home appliances. 
He will become associated in an ex- 
ecutive capacity with the Home In- 
surance Company, Detroit, Mich. 

A. F. Head, formerly vice president 
of Electric Appliances, Inc., G-E dis- 
tributors in Indianapolis, succeeds Din- 
woodie in the distributorship here. 


Westinghouse Electric Supply 
W. M. Jewell has been appointed 
manager of the new branch of the 


Westinghouse Supply Company at 
Norfolk, Va. 
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During all these years the Crosley business philosophy has been this: 


Crosley cannot succeed without the loyal support of dealers; 
Crosley cannot afford to do anything that will atienate this support; 
As dealers profil, so Crosley profits. 


* NO CUT PRICE SALES ON CROSLEY SHELVADOR MODELS 


How many dealers in other lines have worked hard, spent a 
lot of money, time, and energy developing a profitable local 
market .. . only to find themselves in the position of com- 
peting with their own line in the hands of someone else 
who is underselling them? 

Crosley dealers have never suffered this handicap because 
Crosley has never been compelled to dump last season's 
—* desperate effort to change them into accounts 
receivable. 


& CROSLEY HAS NO OVERPRODUCTION! 
*CROSLEY HAS NO LAST YEAR'S MODELS! 


Even if we would, we could not dump older models on the 
market . . . because we haven't any! 

The demand for Shelvador refrigerators more than absorbs 
our peak production. All Crosley Shelvador models are 
current—sold to the trade at regular prices. 


* DEALER'S MONEY SAFE WITH CROSLEY 
Dealers can confidently stock Crosley Shelvador models. 


THE CROSLEY RADIO CORPORATION : 


POWEL CROSLEY, Jr., President 


They will i be sold through dealers holding 


AT THE RECORD ‘ 
Starting ‘rom scratch some four years ago, the Crosley 


electric refrigerator line has cli in sales until now 
it is high among the leaders in the industry. This is due 


CINCINNATI 


(Pioneer Manufacturers of Radio Receiving Sets) 


Home of “the Nation’s Station” —WLW—500,000 watts—most powerful in the world—70 on your dial 
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eview of New Froducts 


One Minute Washers 
One Minute Washer Co., Newton, lo-va. 
Models: 6—"Lifetime” No. 270; No. 260, 
251, 250, 240 and 230 

Description: “Lifetime” 270 features new 
1-Minute leverless aluminum wringer 
with all wringer operations automat- 
ically controlled from top bar and 244 
in. rubber rolls 

Model 260 equipped with 14x23 in 
double water action full porcelain 
enamel tub; Lovell de-luxe safety 
push release wringer with automatic 
reset lever. 

Model 251 equipped with 4-cycle 
Briggs & Stratton engine Lovell bar 
release wringer equipped with 244 in. 
soft balloon rubber rolls; extra large 
capacity porcelain enamel tub 

All models equipped with improved 
new synchro mesh gear assembly. 

Prices: From $49.95 to 99.95.—Electrical 
Merchandising, August, 1935 


v 


Combustioneer Stoker 
Combustioncer, Inc., Springfield, Ohio. 
Device: New automatic coal burner de- 
signed especially for homes of less than 

8 rooms 
Description: Equipped with 400 Ib. coal 

hopper with duct type cover; maxi- 

mum coal feed 25 lbs. per hr. regulat- 
ed by temperature controls ; motor and 
gear case entirely covered; blue fin- 
ish; entire Combustioneer line now 
comprises 11 models or sizes ranging 
in coal feed from 17 to 1200 Ibs. 
per hr. 

Price: Complete installation including 
controls at less than $250.—Electrical 

Merchandising, August, 1935. 


Universal Snack Set 
Landers, Frary & Clark, 
New Britain, Conn. 
Deere: No. 816 Snack Set. 
Description: Consists of No. E 7912 2- 
slice toaster, and No. 816 chromium 
plated tray 91x16 in.; 2 compartment 
crystal glass relish dish 5x7 in. 
Price: $5.75.—Electrical Merchandising, 
August, 1935. 
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W ear-Ever Utensils 
The Aluminum Cooking Utensil Co., 
New Kensington, Pa. 

Device: Aluminum cooking utensils for 
electric range use. 

Description: Flat tops permit stacking ; 
saves space; current; steam sealing 
recess; economy steam release valve; 
tight-fitting lid; self-basting; heat- 
proof Bakelite non-skid grips or wood 
handles: straight, heat-holding sides ; 


fiat bottoms hug unit; saucepans 
available in 2, 3 and 4 qt. capacities ; 
chicken fryer and dutch ovens 10Y, 
and 12 in. outside top diam., 24% in. 
deep 

Prices: Saucepans with Bakelite grips, 
2 qt. $2.35; 3 qt. $2.75; 4 qt. $3.00; 
Saucepans with wooden handles, 2 qt. 
$2.25; 3 qt. $2.65; 4 qt. $2.95. Chicken 
frvers, 104% in. $3.50; 12 in. $4.50. 
Prices slightly higher in West.—Elec- 
trical Merchandising, August, 1935. 


Emerson Radios 
Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York City. 

Models: 106, 107, 105. 

Description: Table Model 106, 6-tube, 
Bual-Wave: 2 metal tubes ; illuminat- 
ed dial. 

Midget 107, 6-tube, 3-band, Round- 
the-World; 3 metal tubes; illuminated 
dial with color matched tuning ar; 
rangement. 


Both models a.c.—d.c. compacts, 
equipped with full sized dynamic 
speakers; automatic volume control ; 


double-faced, walnut cabinets — back - 


designed and finished same as front. 
105 Console, 11-tube, all-wave; 10 
metal tubes ; 22 in. auditorium dynam- 
ic speaker; automatic volume control ; 
automatic noise reducing tone control ; 
optional Fidelity and Selectivity con- 
trol; flood-lighted aeroplane dial; 
electrostatic shield on transformer ; 
phonograph pick-up jack ; walnut cab- 
inet. 
Prices: 106, $34.95; 107, $44.95; 105, 
$109.95. 13 other models included in 
line ranging in price from $14.95 to 
$109.95. — Electrical Merchandising, 
August, 1935. 


Stromberg-Carlson 
Radios 


Stromberg-Carlson Telephone Mfg. Co., 
Rochester, N. Y. 

Models: 58-T table; 58-L standard low- 

» boy; 58-W Deluxe lowboy triple range 
models. 

Description: 6-tube, world-range mod- 
els; 3-wave bands cover from 540 to 
1500 k.c.; 1450 to 3500 k.c. and 5600 
to 18000 k.c.; automatic volume con- 
trol; octagonal tuning dial; 58-T and 
58-L equipped with 84% in. dynamic 
speaker; 58-W equipped with 1014 
in. dynamic speaker. 

58-T, figured walnut veneered 
front; walnut, veneered sides, solid 
wood top and bottom. 

58-L, brown walnut finish; large 
baffle. 

58-W higher and wider than 58-L; 
bird's-eye maple corners, top, front 
and end frieze set back of flat walnut 
finished front and end panels. 

Prices 58-T, $59,50; 58-L, $78.50; 58-W, 
$92.50. Other models ranging to $985. 
also available. — Electrical Merchan- 
dising, August, 1935. 


Barton Washers 
The Barton Corp., West Bend, Wis. 

Models: 8. 

Description: Patented water action in 
patented convoluted tub models which 
provides 15 jets of water shot from 
tub rim to tub center with every half 
strike of the Multi-flo agitator, now 
available in 4 models ranging in 
price from $49.95 to $79.95. Other 
models as low as $38.95.—Electrical 
Merchandising, August, 1935. 


Haag Washers 

Haag Bros. Co., Peoria, Ill. 

Models: 36 and 42. 

Description: No. 36, corrugated, 6 sheet 
tub, apple green finish; 4-vane Multi. 
flush agitator turns 112 times per min. ; 
equipped with Haag mechanical hand 
safety feeder; rubber mounted motor. 
direct drive, bronze bearings in gear 
case and wringer. 

No. 42, corrugated porcelain tub, 
224 in. diam., 14% in. deep, oyster 
grey finish; new type center drain. 
drain pipe is attached to frame in 
stead of tub; improved Supersafe 
wringer with mechanical hand Satet, 
Feeder; self-equalizing roll tension . 
over-size 4-vane, Multiflush agitator ; 
_oilless motor suspended in rubber; di 
rect drive, bronze bearing mechanism. 

Both models available with Briggs 
&Stratton gasoline engine or pulley 
for belt drive; also available with 
Haag drain pump. 

Price: No. 36, $59.50; No. 42, $69.50; 
Western prices slightly higher.—Ele: 
trical Merchandising, August, 1935. 


Norge Water Cooler 


Norge Corporation, Detroit, Mich. 
Device: Pressure type water cooler. 
Description: Bubbler control fitted with 

new type automatic self-closing pres 

sure regulating valve; equipped with 

Y, h.p. Norge Rollator condensing 

unit; condenser type motor mounted 

on rubber; black porcelain base, 
brown lacquer body, brown-fone por- 
celain top; chromium plated bubbler, 
control, glass filler arm and drain 
grill; 25 in. wide, 21% in. deep at 
base; 36 in. high. 

Price: $219.50.—Electrical Merchandis- 

ing, August, 1935 


Bond Lanterns 


Bond Electric Corp. 
257 Cornelison Ave., Jersey City, N. J. 
Model: Pla-Mate lanterns for children 
with battery, colored red, green and 
white; equipped with 14% volt, 30 
amp. lamps and a Bond Monocel! 
flashlight battery. 
Price: 2%. — Electrical Merchandising, 
August, 1935. ° 
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ITH 
CLEANERS 


MODEL AV-1 


1. It draws more aiz through rugs and is more efh- 
cient than cleaners selling for more than twice 
the price. — It cleans faster. ‘ 
2. Weighs only 1234 pounds — a C-E Engineering bs 
Achievement — combining greater cleaning efh- g 
ciency with lighter weight — It’s featherweight. = 


i 
itor ; 
, di 4 
_ This cleaner weighs less, is easier to : 

new use, and has more cleaning efficiency — 4 
than other cleaners selling for more 
ele 
than twice the price. 


3. Motor-driven brush taps the deep-down dirt to if 
the surface and sweeps the rug clean. — It gets . 
all three kinds of dirt. i 
. 4. G-E ball-bearing motor assures long life — It Be me 
h. never needs oiling. 
a 5. Nozzle adjustment sets the nozzle for thick or q oe 
pres thin rugs. > 
a 6. Dust-proof bag gives free movement of air and : 
ned greater cleaning 
por- 
PLUS 
at 


F¥ Eight Other Important Selling Features 


The Standard Tire Company, Cedar Rapids, 
sold 341 G-E Cleaners in a few weeks. There are 
also hundreds of other dealers who are finding 


MONEY 
G-E 


For complete details call your G-E Mer- : 
chandise Distributor or write Section B-198, 
Connecticut 


Merchandise Dept., Bridgeport, 


4 | 
| 
heet | 
alti- 
in. ; 
and 
tor; | 
year 
tub, 
| 
4 
— 
y 
N. J. 
idren 
and 
t, 30 
10cel! 
unr. WATCH FOR THE G-E CLEANER FALL CAMPAIGN 
ING 
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G-E Waste Eliminator 
General Electric Co., Schenectady, N.Y. 
Device: Waste eliminator to be installed 

beneath kitchen sink for purpose of 

grinding waste food and quickly dis- 
posing of it through drain pipe into 
sewer system. 

Description: Grinder, by means of cen- 
trifugal action, shreds all types waste 
food including bones, other hard sub- 
stances, except bottles and cans, to fine 
pulp and flushes into sewer; simple 
operation—projecting handle beneath 
sink closes hopper and starts motor; 
sealed against leakage; Carboloy 
grinding knives; weighs 75 Ibs; can 
he installed under any-style sink.- 
Electrical Merchandising, August, 
1935. 
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Zenith Radios 
Zenith Radio Corp., 
3620 Iron St., Chicago, Ill. 

Models: 20. 

Description: A table and console model 
each available with 4-tubes, 2 wave 
bands; 5-tubes, 3-wave bands; 6 and 
7 tubes, § wave bands, 3 dial ranges; 
Two 9-tube consoles, 5 wave bands, 
3 dial ranges. Two 12-tube consoles, 


12-A-57 equipped with 12 in. audi- 
torium dynamic speaker; 12-A-58 also 
equipped with 16 in. high frequency 
reproducer, 6 wave bands, 4 ranges; 
7% in. black dial-bands illuminated 
in color. 

Zenith 25-tube Stratosphere; all- 
wave from 63,600 to 535 k.c. 9 in. 
airplane dial; QAVC with magnetic 
relay; 1 dynamic high frequency 
speaker, 2 concert dynamic low fre- 
quency speakers. Two 16 tube strato- 
sphere consoles; 6 wave bands, 4 dial 
range; 74% in. black dial illuminated 
in color. 

Four farm models—a table and a 
console 6 tube model, 5 wave bands, 
3 dial ranges; one 4-tube console; 
1 band; and one 5-tube model, 1 
band. All farm models operate from 
6-volt batterv—no “B” or “C” bat- 
teries required. 

Prices: From $20. to $450; farm models: 


from $39.95 to $89.95. — Electrical 
Merchandising, August, 1935. 
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Standard Range 
The Standard Electric Stowe Co., 
Toledo, Ohio. 

Model: No. 1450 CE combination elec- 
tric-coal-wood range. 

Description: Electric oven 16x14x18 in.; 
4 surface burners; unit cooker may be 
substituted for one burner; large coal 
section burns coal or wood; porcelain 
enamel finish in choice of colors.— 
Electrical Merchandising, August, 
1935. 


Premier Dermasage 


Premier Products, Inc. 

Grace & Ravenswood Ave., Chicago, Ill. 

Device: “Dermasage” beauty aid for 
massaging face and scalp. 

Description: Weighs only 4 0z.; en- 
cased in Bakelite molded in variety 
of colors; equipped with 4 attach- 
ments: cleansing bell, muscle toner, 
wrinkle racer and scalpsage; 105-120 
volts; a.c. 

Price: $2.50—Electrical Merchandising, 
August, 1935. 
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Serv-U-Fone System 

American Automatic Electric Sales Co. 
1033 W. Van Buren St., Chicago, Ill. 

Device: “Silver Label” 3-station com- 
mon talking and code ringing system 
for house where service is desired 
from kitchen to garage and bedroom. 
All three phones operate on one cir 
cuit; do not require master phone with 
an attendant.—Electrical Merchandis- 
ing, August, 1935. 


1000-in-1 Fuse Plug 
The Central Vacuum Products Co., 
125 Sussex Ave., Newark, N. J. 
Device: Fuse plug renewable after blow- 
ing through patented method of in- 
cluding mercury as‘a fusible current 
carrier; to re-use, the fuse should be 
removed from socket, tapped several 
times with point down and replaced 
in fuse box; consists of Pyrex glass 
top, glazed porcelain base, nickled 
screw thread; packed 5 of one amper- 
age to a box, 20 boxes of assorted am- 
perage to a display carton. 
Price: 25¢.— Electrical Merchandising, 
August, 1935. 


Thor Fold-A-Way \roner 
Hurley Machine Co., 

Cermak Rd. & 54th Ave., Chicago, Ib. 

Device: Fold-A-Way ironer. 

Description: Folds into a cabinet 16x 
16% in., taking up less floor space 
than average kitchen chair; 1200 watt 
long life element ; self-aligning chrome 
plated shoe; full open-end roll 6 in. 
diam. 26 in. long; 1/20 h.p. brushless 
induction motor, direct drive. 

Price: $59.50. — Electrical Merchandis- 
ing, August, 1935. 
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Universal Toaster 
Landers, Frary @ Clark, 
New Britain, Conn. 

Model: No. E7960 sandwich toaster and 
griddle. 

Description: Toasts 2 large or 3 small 
sandwiches of varying thickness in- 
cluding 3-deckers; fries bacon, eggs, 
meat, etc.; expansion hinge holds up- 
per grid in upright position allowing 
2-plate cooking surfaces; 104gx5%; 
drip cup; 660 watts; streamline base ; 
chromium; pushbutton in cord. 

Price: $6.95.—Electrical Merchandising, 
August, 1935. 
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Champion 


Wiener Steamer 
The Champion Electric Co., 
P. O. Box No. 88, Northfield, O. 
Device: Champion wiener steamer. 
Description: 2 \b. capacity; visible 
steaming in heat resisting glass cyl- 
inder; 2-heat switch, “high” and 
“low” ; equipped with pair of sanitary 
tongs; aluminum base; 110 and 220 
volts. 

Price: 110 volts, $9.85 ; 220 volts, $10.85. 
—Electrical Merchandising, August, 
1935. 


Atwater Kent Radios 
Atwater Kent Mfg. Co., Phila., Pa. 
Models: 8 consoles, 4 table, 3 battery 

and 1 auto radio. 

Description: Table model 337 and con- 
soles 317-H, 328-L, 649-L, 412-G, 7, 
8, 9, 10 and 12 tube models, tune from 
540 to 18,000 k.c. and use metal tubes: 
all have 11 in. dynamic speakers ex- 
cept 337, which uses an 814 in. speak- 
er, and 412-G, which has an audi- 
torium speaker; the 8, 9, 10, 12 tube 
sets have a “Selectivity-Fidelity’ 
switch. 

Console 509-W, 9 tube “Tune-O- 
Matic” has 11 tuned circuits; dual 
band tuning—540-1600 k.c. and 5.5 to 


15.5 m.c.; electric clock on front pane! 
provides control at quarter -hr. inter 
vals; 7 stations (14 programs) can be 
controlled automatically and pre-se 
lected. 

Consoles 435-T and 976-F and tab 
model 856, 5 and 6 tube sets, also 
use metal tubes; 856 and 976-F tune 
from 540 to 18,000 k.c.; 435-T tunes 
from 540 to 1712 and 2300 to 7500 k« 

Table models 184 and 545, 4 and 5 
tube sets have 2 tuning ranges from 
540 to 1712 and 2300 to 7500 k.c ; 
814 in. dynamic speakers. 

Battery sets: 467-QH, 7 tube, 285 
QT, 5 tube available in consoles and 
compacts. 565 ZF, 32-volt dic. 5-tubx 
console and compact. 467-QH_ tunes 
from 540 to 18,000 k.c.; 285-QT, tunes 
from 540 to 1712 k.c.; 565 ZF tunes 
from 540 to 1600, 1600 to 4800 and 
$300 to 16,000 k.c. 

No. 776, 6 tube auto radio needs 
no spark plug suppressors; specia! 
dash control mountings available for 
majority of cars.—Electrical Merchan 
dising—August, 1935. 


Kelvinator 
Condensing Units 


Kelvinator Corp., Detroit, Mich. 

Device: New \ine commercial conden: 
ing units to meet all temperature r 
quirements: low temperatures fo: 
ice cream hardening; standard tem 
peratures for grocery, market, flo: 
ists; high temperatures for beer, wate: 
and milk cooling or air conditioning 

Description: Range in size from 
20 hp.; line also includes gasolin: 
driven units.—Electrical Merchandi: 
ing, August, 1935. 


AUGUST, 1935—ELECTRICAL MERCHANDISING 


a 
| A Review of New Products 

§ 
J . 
4 
— 
4 


Arvin Heaters TH 
Noblitt-Sparks Industrizs, Inc., 
Columbus, Indiana. 
Models: No. 200 De Luxe, No. 100 
Standard. 
Description: Fan-forced heaters for 

bathrooms, stores, offices; pulls cold 

air through back louvers, over ele- or 

ment; motor driven fan circulates ‘ 
— evenly through room; element and 

—l unit completely enclosed; | 

induction type motor; non-radio in- 4 
; terferring; 110-125 volts, a.c., 50-60 ad il boos 
iOS cycles; No. 200 green morocco case, i t your 
wise grille; 13 in. high, 10 in. 

ery wide, SY, in. at base, weighs 9 Ibs.; | 

= ~_ green morocco case, black summer $a es curve 
2-G, 7, G-E Fans Price: No. 200, $8.95; No. 100, $6.95. 
1e from General Electric Co., Mdse. Dept., —Electrical Merchandising, August, 
| tubes; Bridgeport, Conn. 1935. 
fers ex- Models: 3 pedestal-type commercial air 
 Speak- circulating fans for stores, restaurants, 
a audi- etc., 1 demestic attic ventilating fan. 
7 tube Description: Two 24 in. blade circula- 
idelity tors, one 2-speed one single speed; 
2-speed model has 3800 cu.ft. air de- - 
“ger livery at high speed, 2500 cu.ft. at ea sGgee5 
low speed; single speed model has 


3800 cu.ft. air delivery; single speed 
fan uses resistance split hase motor ; 


2-speed fan uses capacitator motor; + + 
both models 1/6 h.p., 110-120 volts 
60 cycles, 250 watts; telescoping col- sane % 


umns adjustable from 51, to 81, ft.; 


48a 

14 in. single speed circulator equipped aa 
with new G-E broad, curved alumin- oT = 
um blades; 2000 cu.ft. air delivery; G-E Radios Umma 4 
1/10 b.p. capacitor motor; 150 watts. General Electric Co., aa 2a — 
Attic ventilator Merchandise Dept., Bridgeport, Conn. 
fan except 32 in. pedestal not adjust- Models: $—Consoles A-65, A-75, A-87 tty - 

able. Steel wire guards enclose blades ; 


Levolier type pull switch all models. 
—Electrical Merchandising, August, 
1935. 


A-125; Table models A-53, A-63, 
A-70, A-82; all models equipped with 
metal tubes. 


Description: A-65, 6 tubes; 2 bands: 


540-1600; 5400-16,000 k.c.; A-75, 7 
tubes; 3 bands: 540-1750;1750-6000; 
6000-19,500 k.c.; A-87, 8 tubes; 4 


at panel bands: 140-410; 540-1750; 1750-6000; 
r. inter- 
|} can be 
pre-se 
nd table 
ts, also 
-F tune 
T tunes 
500 
and ventilating business is profitable 
be, 28 ith BREEZO FANS 
sles and = B li F wi 
600019500 kes; A125, 12 tes reezo Cooling Fan 
tunes ase Lamp All your prospects need not be 
T, tunes Chase Brass & Copper Ce., 5600; 5600-18,000; 18,000-40,000 k.c. ; for Cates, Restaurants, Stores ho Think of the clubs, 
F tunes 10 E. 49th St., New York City. 
300 and Model: No. 01011—desk or study lamp — a, ae ‘NEW restaurants, offices, institutions, etc., 
with metal shade; English bronze, : : , to which fresh air will be | 

slightly over k.c.; 2 DE SIGN! comfort when the stifling heat of 

bands: 540-1600; 16, —  * mmer hi secti 
ate fee wrens +." Merchandising, A-70, 7 tubes: 3 bands: 40-1750. su t hits your on of the 


Plymouth Stokers 
Plymouth Industries, Inc., 
Plymouth, Indiana. 


1750-6000; 6000-19,500 k.c.; 8 in. 
dynamic speaker; sliding rule tuning 
scale; hi-lo-speed station finder; vari- 
able tone control. A-82, 8 tubes; 4 
bands: 140-410; 540-1750; 1750-6000; 
6,000- 19,500 k.c. ; lo-note compensation. 

Models A-65, A-53, A-63 equipped 
with 7 in. dynamic speakers; 2 point 
tone control; Models A-75, A-87, 
A-125, A-82 equipped with 1014 in. 
dynamic speakers; sliding-rule tuning 
scale; hi-lo speed station finder; vari- 
able tone control; Models A-87, A- 
125, A-82 also equipped with sentry 
box; permaliner and noise control. 
—Electrical Merchandsing, August, 
1935. 


country. Perhaps it’s already with you. 

Now’s the time to line up with 
Breezo, and push hot weather com- 
fort with Breezo Fans. It’s a sure way 
to take the slump out of summer 
sales. 

Many leading appliance dealers 
have already laid plans to boost hot 
weather business with Breezo Fans. 
They know the value of the recogni- 
tion Breezo enjoys — their economy, 
and service-free performance. BREE- 


congregate. 
The 1935 Stream-line 


ZO Ventilating Fans and Breezo 
Cooling Fans described at the left 


Models: 60 and 120 automatic bitumin- —_s Model Breezo Cooling 


is ous coal stokers. 


important ts 

Description: Model 60, capacity from 10 
60 be. coal per hr.; suitable for MOC greatest importance ix the tilting fan offer real 
1200 sq. ft. steam radiation, 1600 sq. | dealer. Write for prices! 
tem ad jan w hand maximum 
120, capacity from 201 120 | Buffalo Forge Co. 
doing ft. steam radiation, 3200 sq. ft. hot WRITE TODAY 205 Mortimer St., Buffalo, N. Y. 
m water; hopper holds 550 Ibs. fuel. inc c Co. Lid 
gasolin: Prices: No. 60, $200; No. 120, $325; FOR BULLETIN No. 2977 > Conede: 
chandis complete with all controls.—Electrical 


Merchandising, August, 1935. 
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PRICE! | 
Hundreds of prospects 
are now eagerly await- 
tag ing Breezo Cooling Fans 
» 2 a in every community! 
These include owners of 
restaurants, cafes, beer- 
gardens, billiard rooms, } 
small theatres, dance 
halls, department stores, 
drug stores, soda foun- 
tains, in fact owners 
of every kind of extab- | 
lishment where people 


“Rollable” Refrigerator Tester 


By J. P. Kennedy 

Siniplified and uniform testing of 
refrigeration units may be obtained 
with the service bench assembled in 
the service department of the David- 
son Radio and Refrigeration Sales 
Co., Crosley distributor in South 
Bend, Indiana. 

This unit is adaptable to the ma- 
jority of household units. For those 
who wish to build a similar device 
the size is 22 inches wide by 17% 
deep. The back of the framework is 
52 inches high, the deck is 35 above 
the floor, allowing 20 inches for the 
compartment. The construction is en- 
tirely of sheet and angle iron. The 
compartment is insulated with celotex 
between the sheet iron walls, hence 
serves as a moderate refrigeration 
chamber. 

Two gauges and a _ thermal-time 
recording meter supply all the intor 
mation required for checking trouble. 
The gauge on the left in the front 
view is a 30-0-60 vacuum pressure 
indicator and its companion is a 0-200 
pressure gauge. The recording device 
is a 24+ hour spring-wound thermal 
indicator connected to a thermal bulb 
which may be attached to the side ot 
the evaporator under test. Flexible 
copper tubing and valves are connect- 
ed to the gauges to permit supplying 
more gas to the unit, exhausting or 
transferring the gas to a temporary 
tank. 

A novel method of taking care of 
exhaust SO2 when it desired to dis- 
card it because of suspected impurities 
is a gallon jug filled almost to the 
top with water and the contents of 
a pound can of lye (NaOH). The 
exhausted SO2 mixing with the water 
forms sulfurous acid which is instant- 
ly neutralized by the sodium hydrox- 
ide lye. The offensive odor of the gas 
is thus eliminated. One pound of lye 
in 3% quarts of water will usually 


DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 
Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


take care of 3 to 4 pounds of SO2. 
A typical chart from the thermal 
indicator (see Col. 4) shows 24 hour 


analysis of a box which wae not cyc-. 


ling properly. The test started at 4:45 
and ran irregularly with long periods 
of operation and short periods of in- 
action until 6 the next morning. At 
this time additional gas was admitted 
and the cycle became regular until 
3:30 when it again started its erratic 
performance. Shortly thereafter a leak 
of almost pinhole size was discovered 
in the compressor packing. Repair of 
this part and recharging of the unit 
corrected the trouble, permitting a 
24 hours test which indicated 60 uni- 
form cycles over that period of time. 


How We Sell 
Refrigeration Service 


By Theodore I. Glou 
Automatic Equipment Company 
Scranton, Penna. 

Since February 1924 we have 
operated a profitable refrigeration ser- 
vice business. In eleven and a half 
years we have learned much about 
selling such service and the handling 
of customers. In the following para- 
graphs we pass along to readers of 
ELECTRICAL MERCHANDIS- 
ING the highlights of our experience. 
Estimates. Most customers require an 
estimate before they permit work to 
be done. There is a right and a wrong 
way to render one. In our opinion 


- trouble should be minimized as much 


as possible. For example: A _ local 
storekeeper recently had trouble with 


his system, called a serviceman. This | 


man’s exact words were: “You've got 
plenty of trouble here, its going to 
cost you at least $35 to fix it up.” 
Our approach would have been 
more along the following lines: “You 
have a little trouble downstairs, | 
see. But it really isn’t serious. Had 
a job last week that took me 8 hours 
to complete. It cost $125. Yours will 
only take about two hours and the 
cost will be only $35.” Approach may 
not seem important but it is our be- 
lief that the first method destroys re- 
peat business while the second leaves 
the customer with a feeling that he 
got a “break”’. 
Repeat Business. Once we have ob- 
tained a customer a service record 
card is immediately made out in his 
name, recording the nature of the 
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equipment and work performed. We 
regard this record as the nucteus of - 
our entire business. It constitutes our 
mailing list for all promotion and is, 
as well, useful in case of complaints. 
Immediately after securing a new 
customer we write him a letter ac- 
quainting him with the completeness 
of our service. Inclosed with this letter 
is a sticker bearing our name, address 
and ’phone number. We urge the cus- 
tomer to affix it to his equipment. 
Each serviceman employed also car- 
ries a supply of the stickers, puts one 
on each machine serviced and also in 
the customer's ’ 
A monthly checkup on service cards 
ws up customers who have not 
been heard from for six months. These 
people are urged, by mail, to permit 
us to inspect their refrigerators to 
avoid future major trouble calls. 
Bargain Specials. Another service pro- 
motion plan which works successfully 
is the “bargain special”. We send the 
user a card advising that we will, for 
a short period only, inspect equipment, 
oil, clean and adjust it for a nominal 
sum. The charge varies between one 
and two dollars, depending upon the 
customer’s location. As a rule such 
calls take no more than thirty min- 
utes and are handled when men are 
in the vicinity. 
Maintenance. Another type of pro- 
motion is the annual maintenance con- 
tract. There are two general plans. 
The first includes in the .annual 
charge just labor, parts being extra. 
fee is payable in advance. 
other covers both labor and materials 
for a fixed sum payable in advance. 
In either case, should we receive no 
calls during the contract period at 
least three inspections are made. 


(Chart referred to in Col. 1) 


It is a good plan, incidentally, to 

announce the price of contract ser- 
vice on a monthly basis. $I per month 
sounds better than $12 per year. Con- 
tract business is particularly desirable 
as it insures sufficient fixed volume 
to permit management economies. Al- 
so if handled properly, it holds*cus- 
tomers. 
Contests. Sales people are frequently 
stimulated to greater effort, especially 
during slack periods, by prize contests. 
The same idea can be successfully ap- 
plied to servicemen. 


Advisory Service. A good piece of 
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Apove: Thor Electric Servant, equipped with Monel Metal top. This washing 
machine bas attachments which convert it into a wringer, ironing mangle or mixing 
machine. Manufactured by the Hurley Machine Co., Chicago, Ii. 


At Lert: This Thor lroning Machine (Model 57-B) ts topped of with Monel 
Metal. Manujactured by the Hurley Machine Co., Chicago, li 


ES, Monel Metal is rapidly winning its way to the top (or 
into the tubs) of the newest household equipment. 


Leading manufacturers are fast discovering that Monel Metal 
gives an item a big head-start in the race to get sold. This modern 
metal dresses up a product. Makes it a more efficient performer, too 


Furthermore, Monel Metal is backed by heavy advertising. Dur- 
: ing 1935, over fifty-four million big-space national advertisements 
will keep the spotlight of public interest focused on this silvery 
metal. 


Act now. Get prices and discounts on the fast-selling items illus- 
trated here from your electrical supply wholesaler 


THE INTERNATIONALNICKELCOMPANY, Inc. 
67 WALL STREET NEW YORK, N. Y. 


a 
Monel Metal is a registered trade-mark applied to an alloy con- 
cted A Streamline Speed Queen Washer with Seamless Monel Metal tub. Manufactured by Barlow 


solely by International Nickel & Seelig Co., inc., Ripon. Wis. 
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THE FIRST DUTY OF 


So we let it go at that - 


@ By this time the readers of Electrical 
Merchandising are probably pretty famil- 
iar with our artist’s idea of what a calorie 
looks like. 

Hle’s put a lot of them into this picture, 
because there really are a lot of them im the 
water you pour into an ice cube tray. We 
help turn water into ice with speed and 
economy, because Aluminum allows the 
heat to flow out of the water, fast. 

When we first saw this picture, and 
realized that the artist had left out the 


tray itself, all made out of clean, sanitary 


||| TRAYS IS TO FREEZE 


Aluminum, it was almost too much. But 
the artist reminded us that; after all, we’re 
just trying to get over an idea. Everybody 
knows what an ice cube tray looks like 
anyway. So we let it go at that. 

If you aren’t way ahead of us already, 
here’s the idea: It is downright good sell- 
ing to tell your prospects how Aluminum 
trays and grids save them money, and 
gain them speed. They’re easy to keep 
clean, too. 

ALUMINUM COMPANY OF AMERICA, 
1860 Gulf Building, Pittsburgh, Pa. 


FAST - 


ECONOMICALLY 


promotion is the “Advisory Service 
Department”. Many people do not 
know where to get in touch with 
competent plumbers, gardeners, car. 
penters and other craftsmen. By the 
establishment of an advisory service 
we make them think of our firm a 
headquarters for all kinds of serivce, 
Calls are relayed to the proper trades. 
man in our neighborhood and they, in 
return, send us refrigerator repair 
business. 

Guarantees. In order to keep a cus- 
tomer work must be guaranteed in this 
section of the country. And in order 
to find out if satisfaction has been 
rendered we mail a penny postcard to 
each customer after work has been 
completed, asking him to tell us if 
it has been done to his entire satis- 
faction. We can’t afford to lose cus- 
tomers once we find them and this 
routine idea helps. 

Cash. It is our opinion, finally, that 
all refrigeration service work should 
be rendered on a strictly cash basis, 
except where work is done for insti- 
tutions, such as hospitals, paying bills 
only after ok by a Board meeting. 
This at any rate, is our policy, and 
very few exceptions to the rule are 
made. 


Notes On Agitator Washers 


By E. P. Waldo 

The mechanism which rocks the 
agitator of this type of washing ma- 
chine back and forth is similar in 
many makes and models, differing 
only in detail. Hence the following 
analysis of agitator action will bk 
generally helpful in servicing such me- 


chanisms : 
Vy, 
%) 
5 
2 


Fig. 


The typical action is as follows: 
The motor, through a simple gear ar- 
rangement, imparts a rotary motion to 
gear G1, shown in Fig. 1. giving RI, 
through the coupling-bar B, an oscil- 
lating or to-and-fro motion. RI im- 
parts this oscillating motion to geal 
G2, which is slip-fitted and keyed to 


the agitator shaft. 

Now, if it is necessary to stop the 
agitator while the motor is running 
this may be done by pressing down the 
control lever or button, which pulls 
G2 out of mesh with RI as in Fig. 2 
Lack of oil and grease and the inevit® 
ble accumulation of water may rust t 
agitator shaft at X to such an extent 
that G2 will not slip into mesh with 
RI readily. Eventually, G2 binds t 
the agitator shaft so that the agitator 
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cannot be thrown on or off, depend- 
ing upon how far up or down the 
shaft G2 freezes. 

On a repair job if this type it is 
best to tear down the gear case to 
clean out the scale and rust. A liberal 
dose of penetrating oil and a tap or 


~ 


To agtator contro! pandie 
Yoke used to push G2” 
up and down shaft 


two usually loosens up G2. 

A temporary or “wash-day special” 
job, where it is still possible to-move 
the agitator control rod a little, show- 
ing that G2 has not yet frozen solid, 
may be done by filling the gear case 
with plenty of good grade medium 
motor oil, after first drawing off as 
much water and old oil as possible. 
Turn the motor on and as oil works 
in between G2-and shaft it will loosen 
up in most cases if you simultaneously 
push the control rod up and down. 

The excess oil may leak for a few 
days if it is not drained down to the 
proper level after the control rod 
works freely. 

A mysterious case of trouble was 
cleared up here by replacing a worn 
friction washer labelled F in Fig.3. 
and building in with a few very thin 
washers cut from shim stock. The 
machine stopped agitating under load, 
sometimes moving spasmodically. The 
new washer and shim stock pushed 
N up. And as N is pinched to the 
shaft it raised the shaft slightly, clear- 
ing the trouble and making it unneces- 
sary to tear into the gear case. — 

A machine that takes a long time 
to wash and has a bad knock with the 
agitator on usually has a worn pin 
hole, as shown in Fig.4. An oval 
shaped pin hole means that the agi- 
tator shaft may move a bit before 
motion is imparted to the agitator nut 
and to the agitator itself. Slight play 
here is sufficient to mean something 
by the time motion reaches the fins 
of the agitator. As it is generally im- 
practicable to replace the agitator 
shaft a good repair can be made by 


Jha 
fog one 
Friction 
washer 


Agitator post 
Fig.4 


putting a small piece of cotter key 
into the worn pinhole. By using a 
piece that will allow the pin to be 
driven iin without damaging the shaft 
most ot this play can be removed. 
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FRIGIDAIRE 


Frigidaire urges its authorized dealers to list their iis 

names under the Frigidaire trade mark in classi- ee Ee 

fied telephone books. Frigidaire has learned from Ae 

experience that such listings increase sales for 

dealers, improve service to customers. | 
As a result Frigidaire dealers are listed inthis = ~~ 

way in over 750 classified directories serving $= ~~ 


approximately 17,000 communities. More than 
1,400 dealers in all! 

If you are a Frigidaire dealer see that your 
name is listed in your classified directory —so 
that prospects will be directed to your store. It 
costs only a few cents a day; Frigidaire pays 
part of it. 

Many manufacturers in addition to Frigidaire 
make this service available to their authorized 
dealers. Ask your local Directory Rep- 
resentative for full information about 
“Where to Buy It” Service. 
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* No matter how cold the water in which 
a duck swims, it is able to keep comfortably 
warm because its feathers do not get wet. 
If this were not so, the bird would be chilled 
and soon perish. But so long as the feathers 
are dry, they insulate the fowl’s body and 
keep out the cold. 


Most materials used for insulating refrig- 
erators are “hygroscopic.” That is, they do 
get damp in use. You see, water vapor (hu- 
midity) irresistably forces its way into the 
walls of a refrigerator because of the dif- 
ference in temperature between the warm 
outer shell and the cold inner wall. Al- 
though a well built steel refrigerator greatly 
reduces this moisture entry, it cannot be 
eliminated. In a poorly built refrigerator 
amazing amounts of water condense inside 
the walls from this vapor entry. 


If the insulation is non-hygro- 
scopic . . . that is, if it resists 
water like a duck’s back, long 
and economical refrigeration ser- 
vice is assured the well made 
refrigerator. 


But hygroscopic materials, such as the 
cheap substances used for insulation, are ab- 
sorbent and become damp. And damp ma- 
terials, of whatever nature, will not insulate. 
They ruin the efficiency of your refrigerator 
in a short time by placing too much burden 
on the unit. This results in high current 
cost, poor refrigeration and eventual break- 
down. 


A Message for Refrigerator Deaiers 
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Scientific research discovered in 
the Dry-Zero fibre a commercial- 
ly practical non-hygroscopic ma- 
terial of the bighest insulating 
value and permanence when 


properly processed. 
If you would be sure your customers will 


never have any cause for dissatisfaction from 
insulation failure, insist on Dry-Zero In- 
sulation in the boxes you sell. Then tell 
your customers of this advantage. Tell them 
that this better insulation will save them 
from 30 cents a month when new to as 
much as $2.50 later, in the cost of electricity. 
Tell them Dry-Zero costs more money, but 
it enables the good manufacturer to make 
a better box that will always be cheaper to 
operate . . . that it is proof of good con- 
struction in which every part, though out 
of sight, is best for its purpose. 


If you would like complete information 


about Dry-Zero and how you can use it in 
selling Dry-Zero insulated refrigerators, 
drop a request to Department 813. There 
is no obligation. Merely tell us what re- 
frigerator you are selling. Dry-Zero Cor- 
poration, Merchandise Mart, Chicago, Ill. 
Canadian office, 687 Broadview Ave., To- 
ronto, Ontario. 


DRY: ZERO 


REG. U.S. PAT. OFF. 
THE MOST EFFICIENT 
COMMERCIAL INSULANT KNOWN 
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BEE VAC (Cleaner) Renewing 
or replacing a.c. cord . . . Be sure 4 
put washer on top of wire when tigly 
ening down binding post on top «fis k 
motor housing as the post will othe. IR Fre 
wise work loose when using thMpaatis 
cleaner under chairs. A lock wash 
or even a spring, is advisable.—§.R9 


MAYTAG (Washer) Letter chet 
E. L. Olson, dealer, Rockford, [jj 
nois: “In the Service Section of thi equi 
June issue you recommend the ugisle 
of ordinary garden hose for replace. 
ment on Maytag washers. We que 
tion the wisdom of this suggestion 
In the first place this type of install;. 
tion can be made only on a certagim 
old model Maytag which is equipped Va 
with the form of coupling referred to 
In the second place there is a vast dif. 
ference between ordinary garden hog 
and steam hose which is regular Ma. 
tag equipment. Ordinary garden hoe 
is not intended to withstand the high 
temperature of boiling hot wash water 
. Ed. Note: Right you are, ol 
man. We should have mentioned tha 
the replacement described was intend. 
ed for emergency use only. 


1900 (Washer) To aid wringe 
action where necessary when replacing 
rolls . . . Try crepe rubber rolk 
Wringer binds . . . Look for cracked 
or broken reverse gear in gear housingiiliten 
at end or side of wringer casting. The 
top one occasionally cracks or breaks 


-S.R.S. 


REGINA 22 (Cleaner) Machine 
loses suction after lengthy use . .. 
Check rear wheels for wear. If it 
exists motor slants backward and noz- 
zle is lifted off rug. Adjustments ar 
not sufficient to correct this condition. 
Replace rear wheels. While working 
on machine examine field lamination 
screw to see if it has cut into field 
coil wire.—S.R.S. 


THOR 29A (Ironer) Shoe jump 
from roll when pressure is applied ... 
Strip down unit and remove contrd 
clutch. Using a fairly flat point drill, 
cut the stop holes for the control pi 
deeper and closer to the cam collar 
on the clutch. Grind the round point 
off the control pin and make it ‘ 
deeper fit in the stop holes. Assemble 
the unit, making sure that the clutch 
slides very freely in the spline shait. 
Play in the knee control rod on ths 
model . . . May be taken up by meaw 
of a collar with a setscrew on the 


off end of the rod.—N.E.D. 


WHIRLPOOL (Washer) oto 
starts and stops, a.c. cord and plug 
ok . . . Check tor broken round 
bon brush spring, causing brush t 
touch commutator intermittently. - 
S.RS. 


MAKES and MODELS 
gestions are contributed by servicemet 
interested in making this column of 
increasing value. If anyone can wr 
prove on the methods of repair “ 
adjustment suggested ELECTRICAL 
MERCHANDISING will be glad 
to print the dope ... and pay for ¥: 
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DELS boxes or dispose of them via the want 


ad route. re is no penalty tor 
failure on the part of a dealer to ad- 


Renewing here to the informal agreement, and 
Sure tq probably there are a few who backslide 
when tight {iE occasionally. But on the whole the rule 
On top ofmis kept and both*the public and the 
will othe. Fresno dealers seem to be thoroughly 
USing thiesatisfied with the situation. 
Dck washe, 
ble.—S.Rs 


The May Company of Los An- 
geles has installed a new electric kit- 


Letter fromm chen on its fourth floor. The first cook- 
kford, [lj.Bing school conducted with the new 
tion of thimm equipment has been one to instruct the 
nd the ugMMsales force, male and female, in the 
for replaced art of electric cookery. 

he We ques 


sugges 
ef Uniform terms are now being 

quoted on all refrigerators sold in 
m Vancouver, B. C. by the central 


station, department stores, leading 
dectrical retailers, and practically all 
firms handling these appliances. The 


referred to 
S a vast dit. 
garden hog 


gular May fee basis is also adhered to by a num- 
garden hog ber of stores in areas adjacent to 
nd the high Vancouver. 

wash wan The schedule of terms was worked 


out jointly by the credit managers of 


rou are, old 
the larger firms and has now been 


cages in eflect since mid-spring and has been 
ly. found to have worked out very sat- 
isfactory and to have eliminated much 

of the former keen competition. 
iid ~wringsf Refrigerators under $150 are sold 
en replacinggmon terms of $5.00 down and $5.00 
ubber rolkfper month for 28 months. Those of 
for crackedigreater value are sold on the following 

rear housing : 

-asting. Them $151 to $225 for $7.50 cash — 
s or breaks balance divided over 28 months 
$226 to $250 for $10.00 cash — 
balance divided over.28 months 
$251 to $275 for $12.50 cash - 
r) Machine balance divided over 28 months 
ly use... $276. to $300 for $15.00 cash - 
yl BA balance divided over 28 months 


$300 and over for $2000 cash — 
balance divided over 36 months 
Sales of refrigerators as a whole in 
Vancouver are reported on fairly au- 
thoritative estimates to show a slight 
mcrease over last year to date. 

The annual Cooking School and 
Housekeeping Institute, sponsored 
by the Denver News, featured Gru 
now refrigerators from the May Co. 
o Denver, G.E. washing machines, 


istments are 
is condition. 
ile working 
| lamination 
it into field 


Shoe jumps 
applied ... 


control 
yong and Hoover vacuum cleaners from the 
control pi Denver Dry Goods Company and 
cam Mixmasters from the Pub- 
round point lic Service Company of Colorado. 
make it 2 The four-day event brought out a 
attendance of 10,000, filling the 
t the auditorium. 
spline shatt. 
rod on this 


Several model homes furnished by 
los Angeles department stores were 
lrttured at the National Housing 
Exposition of that city, which is 
declared to be the largest of its kind 
tver held in the United States. Ex- 
hibits filled the Exposition auditorium 
itself 24 acres in area, and overflow- 
td to cover 12% acres of additional 
ground. Among the displays of inter- 
st was a glass walled apartment 
within which a young woman kept 
house in full view of the visitors. A 
treasure hunt which started in the 
window displays of participating firms 
aid ended at the Exposition grounds 
Was one of the events of opening week. 
he exhibit started in the middle of 
May and was originally scheduled to 
tun sixteen days. Attendance (admis- 
Son charge of 25c, if you get the 


up by means 
rew on the 


her) Motor 
d and plug 
round caf 
brush 
nittently. - 
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tickets from an exhibiting merchant ) 
has been so good that the time was 
indefinitely extended. 


MecMahan’s, a furniture company 
with long established shops in Bakers- 
field and Santa Monica, has opened 
a new store in Fresno, Calitornia, 
placing special emphasis on its elec- 
trical department. They offer a rental 
service on both radios and electric 
refrigerators. 


The City Light Department of 
Seattle, Wash., announced a 202 
per cent increase in electric range sales 
during the months of March and 
April of this year, based on actual 
installations, not including unfilled 
orders. This more than doubles Jan- 
uary and February business. 


Gevurtz Furniture Com- 
pany of Portland, Ore., is the latest 
entry into the electrical field of that 
city. They recently opened a modern 
electrical appliance department with a 
“grand opening sale” at which sev- 
eral special prict offers on electrical 
equipment were made and the “tree 
wiring” offer of the Portland utility 
companies featured. 


A “wagonload of groceries” offered 
free with every Frigidaire purchased, 
brought forth a page of advertising 
from the Lipman-Wolfe Company 
of Portland, Ore. These groceries 
were supposed to represent a month’s 
savings in food, made possible by use 
of electrical refrigeration. 


“Clean Up—Paint Up—Fix Up- 
Light Up” was the slogan of the 
Sierra Pacific Power Company 
of Reno, Nevada, for June. The ad- 
vantage of freshly painted walls in 
reflecting the light from properly se- 
lected fixtures was the theme of the 


argument. 


The Electrical League of Den- 
ver, advertising itself as a “non-profit 
advisory organization serving the 
Rocky Mountain region’, has been 


the RECORD 


CONTINUED FROM PAGE II 


running a series of advertisements 
among the want-ads which are espe- 
cially read by landlords and prospec- 
tive tenants, advocatimg-etectric out- 
lets and wiring comveniences as im- 
portant in the new apartment or home. 


Impartial advice on the qualities to 
look for when purchasing an electric 
refrigerator is incorporated in a book- 
let offered to its customers by the 
Southern California Edison Com- 
pany. A nine-point yardstick is set up 
by which the prospective purchaser is 
to measure the value of the various re- 
frigerators he has under consideration. 
This lists such points as dependability, 
safety, speed, economy, portability, 
beauty, convenience, size and special 
features. A chart is provided at the 
rear of the book, giving a percentage 
rating for each of the nine points which 
enables the customer to evaluate in 
numerical terms the comparative ad- 
vantages of the various appliances be- 
fore making his selection. Needless to 
say electric refrigerators, of any make, 
rank higher under this analysis than 
those of any other type. 


1f June is the month of June brides, 
it is also frequently the month in which 
the birth of the first baby is celebrated. 
Both occasions offer good talking points 
for the purchase of an electric refriger- 
ator, which fact has been recognized 
by the Bureau of Power and Light 
of Los Angeles in a series of coop- 
erative ads for June presenting the 
story of electric refrigeration from the 
human interest angle. 


May 16 was Broadway Day for the 
Broadway Department Store of 
Los Angeles. Among the features of 
the event, in which the electrical de- 
partment participated with a number 
of “specials”, were windows unveiled 
at two o'clock of the afternoon pre- 
vious, an extra hour of shopping time 
made possible by opening the store at 
8:30 and closing at 6, a cash allow- 
ance of purchases upon presentation 


Oll BURNERS AS MERCHANDISE 


— might be a good title for this attractive window display of the 
Sigart Music Company at Harrisburg, Pa. The company sold 60 
last year, expects to go over 100 in 1935. Black, orange, red and 
green are the colors of those models on display. 
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of a downtown parking check, and a 
cooperative coffee shop service, sup- 
plementing that of the store, through 
the courtesy of a nearby hotel. Over 
2,700 extra salespeople were employ- 
ed for the day. 


A June special for the Utah 
Power and Light Company is the 
Nesco automatic electric roaster. Ev- 
erhot cookers were also featured in the 
company’s early summer advertising. 


Air conditioning for homes and of- 
fices on a 5-year finance plan is being 
pushed by the Central Arizona 
Light and Power Company. 


The Electrical Equipment 
Company of Pheenix, Arizona, has 
been tying in with local motion pic- 
ture theaters which are air-conditioned 
in advertising Kelvinator refngera- 
tors. Some reference is made to their 
programs and to the fact that the 
theater is cooled by refrigeration in 
each of the electrical company’s ad- 
vertisements. 


A Westinghouse Hotplate at $11. 
50, $1.50 down and $2.50 a month, 
was the June special featured by the 
merchandising department of the 
Washington Water Power Com- 
pany of Spokane, Wash. 


Norge shows have been features 
of a number of Pacific Coast depart- 
ment stores during the month of June. 
A Home Maker’s Matinee was an- 
nounced by Frederick & Nelson 
of Seattle and by Olds, Wortman 
& King of Portland, Ore. Breun- 
er’s of Sacramento, Calif. offered 
a whole week of evening lessons in 
cold cookery, with classes from 2 to 4 
every afternoon, and from 7 to 8:30 
every night. During the event Norge 
refrigerators were on display in the 
lobbies of one of the local theaters. 


A toll-free telephone service is of 
fered by the Broadway Depart- 
ment store of Los Angeles to cus- 
tomers who reside in outlying com- 
munities in the neighborhood of Los 
Angeles and who may wish to make 
purchases by phone. 


San Diego, Calif. now operates un- 
der an ordinance restricting the sale 
of electric appliances to those tested 
and approved by Underwriters’ Lab- 
oratories. To facilitate the handling 
of decisions in the matter of the sale 
of old appliances, a committee from 
the Bureau of Radio and Electri- 
cal Appliances of San Diego 
County met with representatives of 
the city and drew up a list of old 
makes of radio which would be ap- 
proved tor resale if accepted as trade- 
ins. 


Air conditioning units are being 
offered as retail merchandise, both by 
Tull & Gibbs, well known home 
furnishing store of Spokane, Wash., 
and by the Brown-Johnston Com- 
pany, electrical merchants of the 
same city. The companies both op- 
erate wholesale departments in con- 
nection with their retail business, serv- 
ing other sections of the state. 
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No. 4470—SATURN 


No. 472—NORTH STAR 


ELECTRIC GLOW LAMPS 


Practical Uses 
RADIO 
WRITING DESK 
BEDROOM 
HALL TABLE 
NIGHT LAMP 
NURSERY 
TELEPHONE DESK 
LIVING ROOM 


to retail for only 


have all-metal, 


$175 


Western Retail $1.95 


During the fall and holiday season, these Glow Lamps will be 
bright spots in gift appliances. The modern i 
three models provides adaptability for radio, writing desk, nursery, 
or the many other places where small glow lamps are wanted. 
Soturn and Arcturus are made of polished copper and North 
Star is of Satin-Ray aluminum. Height 8% to 9 inches. All three 
the which tilt at any angle. 

Furnished with 5% ft. silk cord. Listed under Reexamination Service 
of Underwriters’ 


design of each of the 


non-breakable sha 


boratories. 


Dealers’ net price $1.05 each, f.0.b. West Bend. Order on 
assortment of these new Glow Lomps from your electrical 
jobber or write us for our nearest distributor. Be ahead 
with profitable lamps! 


WEST BEND ALUMINUM CO. 


Dept. 


899, West Bend, Wisconsin 


Motors are Quiet 


inctuded in the Wagner line of 
are 


Type RB 
Type KA 


Split Phase 

Repulsion -Start- 
induction 

Type RBZ Capacitor -Start 

Induction. Rua 

Type RZH Capacitor -Start 
Capaciter-Rua 

Direct-Curreat 

Polyphase Squirrel -Cage 

Wagner Motors are available in such 

various mechanical variations as epen, 

tetally-enciosed, or drip-preet; rigid er 

resitient mounted: horizontal. vertical, 


Type RO 
Type AP 


MONG the distinctive features con- 

tributing to the quietness of Wagner 
motors is the rubber mounting, made up of 
layers of rubber and steel vulcanized to- 
gether—elastic enough to absorb the small 
amount of vibration remaining even in the 
most carefully-designed motor, yet firm 
enough to preserve correct shaft alignment. 
The upper photo illustrates this type of 
mounting, a mounting that does not inter- 
fere with the removal of the motor or its 
endplates. 
Another feature is the cork thrust-washer 
(see lower photo) which eliminates end-play 
noise. In addition, rotors are. skewed to re- 
duce magnetic noise, and dynamically bal- 
anced to eliminate vibration; and governor 
weights are silenced with felt bumpers. 


Quiet operation is but one of several motor 
qualities that should be considered. There 
are also such considerations as dependability, 
interchangeability, appearance and perform- 
ance—all of which are fully provided for in 
Wagner design and construction. For a full 
description of Wagner motors, ask for Bul- 
letin 167. 


FANS 


6400 Plymouth Ave., St. Louis, U.S.A. 


stage one stunt and stop. Stage one 
each week of each month of each 
year. The accumulative reputation 
will stagger you with new business. 
Within the space of this article, it is 
impossible to give a full digest of 
available ideas. Nor is it possible to 
describe how they can be individually 
adapted. All I can hope to do is sug- 
gest a few of certain types in the 
hope that it will kindle imagination 
to the discovery of many. I do want 
to say this—enough to keep you going 
for a year can usually be found in a 
single issue of Electrical Merchandis- 
ing. Recently, a prominent university 
offered the best hundred ideas to in- 
crease business in a pamphlet that was 
priced double a subscription to Elec- 
trical Merchandising. In it, I found 
two ideas applicable to electrical ap- 
pliance merchants. On the other hand, 
in this single issue referred to, I found 
413. So concentrate your reading here- 
in and save time. Here are a few sug- 
gestions for traffic-pulling stunts that 
can be built up to make your store the 
talk of the town. All of them have 
been proved effective. 


BEFORE-AND-AFTER WINDOW DIS- 
PLAY. The new electric refrigerator 
makes the old fashioned gas range 
of any kitchen look ugly. A survey 
among 23,012 women shows that 27.4 
per cent are actively interested in 
buying a new kitchen range this vear 
—by far the greatest interest ever de- 
clared; and 90 per cent of it caused 
by the influence of the electric refrig- 
erator. Women would like to see how 
their kitchen would look with a new 
range. They would like to look at 
some exhibit that shows the difference 
in appearance in a standard kitchen 
with and without a new range. So a 
sequel window display, showing the 
same kitchen with everything modern, 
but the range, and then the same 
set-up with the range, will pull great 
neighborhood interest, particularly 
when announced by advertising, direct 
mail or personal invitations. 


PUPPET SHOW. An animated pup- 
pet show can be staged in the window 
or in the store in which marionettes 
can be arranged to enact a simple dra- 
ma around miniature electrical appli- 
ances. Such dolls and stage settings 
are easily made and can be manipulat- 
ed with little practise. Skits can be 
written in one, two or three acts for 
pantomime or audible performance. If 
in the window, the pantomime move- 
ment of these dolls can be operated by 
rods passing through a false floor and 
connected with small electric motors 
beneath. Or they can be operated by 
strings. A Punch and Judy show, hand 
operated, is also possible. Invitations 
to the children of the neighborhood 
with free admission if accompanied by 
mothers, will turn children into your 
salesmen in piling trafic into your 
store. 


COOKING SCHOOL FOR LITTLE 
GIRLS. Show me the youngster who 
doesn’t want to try and cook. All 


Picking Up IDEAS 
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electric appliances are available in min- 
iature, including electric ranges. Stage 
a cooking school for little girls, if 
accompanied by their mothers. Let 
them actually go through the rhotions 
of baking and using other miniature 
appliances. This will pack new traffic 
into your store. Other adaptations are 
a juvenile appliance show, a “play 
house” carnival, a “doll contest” and 
other ideas, without end, designed to 
attract mothers through the salesman- 
ship of their children. 


MAGIC ELECTRIC EYE. The photo- 
electric cell can be used to do weird 
things such as turn on drinking foun- 
tains, open doors, illuminate windows, 
etc. Likewise, tinfoil contacts on the 
window pane can be hooked up elec- 
trically to make appliances, lights, or 
combinations of both start operating 
or stop at a touch from those outside. 
Get some magic in your operations 
and always be sure to invite the neigh- 
borhood down to see, by one means 
or another. 


USE TESTS. The public is interested 
in proof of performance, economy and 
savings more than ever before. Many 
newsworthy tests can be arranged for 
a “Week of Tests” or singly as traffic- 
pulling stunts. The milk test, current 
consumption test, temperature test, 
sun test and others in the electric re- 
frigeration field are well known for 
their attraction powers. In Wiscasset, 
Maine, a power company salesman or- 
ganized a cooking school at which he 
dramatized the automatic cooking ef- 
ficiency of an electric range by having 
a sheriff padlock in a dinner and come 
back to open and eat it. 

Here I am at the end of my allotted 
space with 46 other basic ideas I had 
hoped to mention—all tested for their 
amazing trafic pulling power. Among 
them are such stunts as the old range 
roundup, the window display card 
contest for children, the use of vacant 
store windows, singing trucks, travel- 
ing kitchens, washing demonstrations 
on the sidewalk, mirror rooms or mir- 
ror backgrounds in appliance display, 
a series of cooking lectures by leading 
hotel chefs, household carnival, club 
sponsored bake sales using store win- 
dows to bake in and the store to sell 
from, club sponsored store selling 
events, free trolley rides, home begin- 
ners nights, garden parties, tea room 
talks, cooperative merchandising with 
neighborhood grocers and_ theatres, 
home trials, kitchen parties and . . . 
well you can see the range of ideas 
is limitless. 

You can get more traffic into your 
store . . . much more traffic. If you 
are alert, observant, ingenious in the 
application of the wealth of traffic- 
pulling ideas you will find aH around 
you. The more who see you, the more 
who will buy. Remember that. And 
August is a good month to start 4 
series of such stunts that will place 
you and your store in the community 
spotlight. Good luck—I’ll be seeing 


you! 
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ANDISING 


The Home Laundry Goes 


On The Air 


CONTINUED FROM PAGE 5 


song, tying in with the slogan of the 
washer industry “For Family Wash- 
ing “There’s No Place Like Home’ ”. 
\ free pamphlet entitled “Helpful 
Harry’s Household Hints” will be of- 
fered to listeners. This pamphlet will 
be sent in response to inquiries to- 
gether with a copy of “Laundering 
at Home”, a highly instructive book- 
let on the correct use of electric wash- 
ers and ironers. 


Emphasizing Economy 


All programs will emphasize the 
speed, safety, labor-saving. features, 
greater sanitation and economy of 
home laundering with the aid of a 
modern electric washer. And it is ex- 
pected that the industry as a whole 


will be benefited considerably by these | 


educational programs. It is also an- 
ticipated that these broadcasts will 
create a broader market for the newer 
and better types of electric washers. 

Of all major appliances the electric 
washer is the most consistent year 
around seller. Sales of electric wash- 
ers do not drop in any marked degree 
except when retailers divert their ad- 
vertising and the efforts of their ap- 
pliance departments to other merchan- 
dise. It is hoped that these broadcasts 
will help to maintain the retailers’ in- 
terest in electric washers at more even 
keel throughout the year. 

Regardless of certain factors that 
some consider detrimental to washer 
sales, the industry nevertheless showed 
an increase in unit sales during the 
first six months of 1935 as compared 


with the same period of 1934. And 


it is gratifying to note the high aver- 
age of prices maintained, which in- 
dicates that an increasing volume is 
being attained at prices well above 
the minimum. 


Troner Sales 


lroner sales have shown a hand- 
some increase in unit sales which 
should be an encouraging note to both 
manufacturers and retailers of elec- 
tric washers, because it indicates today 
more than ever before women are sold 
on the idea of having their clothes 
laundered at home according to their 
own ideas of careful handling and 
cleanliness. With few exceptions, buy- 
ers of electric ironers are owners of 
electric washers, and the purchase of 
an electric ironer insures more fre- 
quent use of the washer, greater sat- 
isfaction with its performance, and 
greater economy and convenience in 
one of the most important phases of. 
home management. 

With this new radio support by 
the Association, a greater volume of 
newspaper advertising on the higher 
priced models, better window and 
floor displays and more thorough in- 
struction of retail salesmen, the Amer- 
ican Washing Machine Manufactur- 
ers’ Association expects to see the in- 
dustry soon achieve new highs in both 
unit sales and average retail price. 
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EVERYBODY WILL LOOK FOR THIS TAG 
when buying lamps this fall 


THE demand for |. E.S. Better Sight Lamps is sweeping the country. 
Sales prove it. The 500,000th |. E.S. tag was issued early in June. 


In September, a great new advertising campaign on |.E.S. Better 
Sight Lamps begins. Forty leading [.E. S. Better Sight Lamp Makers 
are cooperating with the General Electric Company, the Westinghouse 
Lamp Company and the Illuminating Glassware Guild, to speed 
this new trend to more comfortable seeing and better home lighting. 


Forty-two million advertisements in leading magazines will stress the 
sight-saving benefits of I.E. S. Better Sight Lamps and tell readers to Look 
for the |. E. S. Authorized Certification Tag when they buy o Better Sight 
Lamp and to be sure the tag is on the lamp when it comes to their home. 


The |. E. S. Certification Tag will be o buying guide for lamp purchasers 
this fall. Everybody will look for it. Be sure thot it is on the lamps you sell. 


The advanced new styles made possible by changes in I.E. S. speci- 
fications have introduced a new vogue in keeping with the home of to- 
day... another factor that will make people want to replace old lamps 
with new |.€.S. Better Sight Lamps. For further information write to 
1.E.S. Better Sight Lamp Makers, 2116 Keith Bidg., Cleveland, Ohio. 


THESE MANUFACTURERS ARE BUILDING SALES FOR YOU 


Aladdin Mfg. Co. Muncie, Ind. Lightolier Company New York, N.Y. 
Artistic Lamp Mfg. Co. . New York,N.Y. Lumidor Mfg. Co. . . Alhambra, Calif. 
Almco-Art Lamp Corp. . Chicago, Ill. Mantle Lomp Co. of America, Chicago, lil. 
The Art Metal Company, Cleveland, Ohio Markel Electric Products, Inc., Buffalo, N.Y. 
Bive Valley Lamp Co, Kansas City, Mo. Mazzolini Artcraft Co., Cleveland, Ohio 
Brown-Johnston Co. . Spokane, Wash. Metallic Arts Corp. Chicago, Ill. 
Buckley Studios, Inc. . - Chicago, Ill. The Miller Co. Meriden, Conn. 

Mitchell Mfg. Co. . Chicago, II. 


Edward F. Caldwell & Co., New York, N.Y. 


Calpa Products Co. . Philadelphia, Pa. 
Colonial-Premier Co. . . Chicago, mi. Sunset Lemp 
The Cuyahoga Picture & see thay Wm. R. Noe & Sons, Inc., Brooklyn, N. Y. 
Mig Railley Corporation . Cleveland, Ohio 
Faries Mfg ‘Co. Deeat 4 ii. Rembrandt Lamp Corp. Chicago, Ill. 
Lemp Co. Chi itt. Rindsberger Mfg. Corp. 
Frankelite fal d, Ohio Salem Brothers New York, Ve 
Greenly Lamp & Shade Company, Inc. Sandel Mfg. Co. aaa Chicago, - 
Mew York,NY, Standard Novelty & Lamp Co., Chicago, Ht. 
The Greist Mfg. Co., New Haven, Conn. T. A. Stiffel Co. * ¢ «€ Chicago, i. 
Herco Art Mfg. Co. Meriden, Conn. Venus Lamp Corp. New York, N. Y. 


Phil R. Hinkley - Cleveland, Ohio 


TheF. W.Wakefield Brass Co., Vermilion, O. 
Jay-Willfred Co., Inc. . New York, N. Y. 


Ward Lamp Co. . Cleveland, Ohio 
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LITTLE 
PIECES 
OF 


*PYREX TOP 
FUSE PLUG 


TEXTOLITE 
FUSE PLUG 


HANDY-PULL 


HEATER 


HEATER CORD SET WITH 
UNBREAKABLE PLUG 


G-E Wiring Devices in the 
“Little Pieces of Profit” effortlessly 
and steadily the year ‘round. Your 
customers constantly need G-E 
Wiring Devices: Fuse Plugs, Twin 
Taps, Triple Taps, Heater Cord 
Sets, etc. There are never enough 
spare ones on hand. 


Aa attractive mass window dis- 
play of G-E Wiring Devices at- 
tracts all prospective customers. . . 
brings them into the store . . . gives 
you many opportunities to sell other 
higher-priced appliances. Keep the 
“Little Pieces of Profit’ rolling in. 
They mount up to a surprisingly 
large total. For complete details 
see your local G-E Merchandise 
Distributor or write Section D-198, 
Merchandise Dept., General Elec- 
tric Company, Bridgeport, Conn. 


“Reg. U.S. Pat. Off. 


GENERAL @ ELECTRIC 
WIRING DEVICES 
GENERAL ELECTRIC COMPANY 
MERCHANDISE DEPARTMENT 
BRIDGEPORT, CONN. 
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WASHER SALES 


DEMON DEMONSTRATIONS 
CLARKSBURG dealer ran a 


series of ads announcing “Free 
Demonstrations in the prospect's own 
home” ... “Have Us Do a Week's 
Washing Free” ... “We'll Be Your 
Laundress” . . . “We Launder For 
Nothing” were some of the captions. 
One washer was used for these demo’s 
over a period of three months . . . 
demonstrated in 52 different homes 
. . result 31 sales and original ma- 
chine sold for $150.00 cash. 


Another dealer uses his touring car. y 


as a demonstrator. A special rack on 
the rear carried the washer. Either he 
unloaded it, and demonstrated wher- 
ever convenient, or he would wash 
in the driveway or road, using cold 
water, and garden hose, or pails. Ex- 
tra long cord, towels, etc., were car- 
ried to meet every emergency. Other 
dealers use their window to show 
demonstrations. 

A striking demo is done by a sales- 
man with a blanket, to which he sewed 
buttons, a dollar watch, tea-strainer— 
trinkets of various kinds. He empha- 
sizes the gentleness with which his 
wringerless machine washes and dries 
by putting this blanket through every 
stage of the process of washing and 
drying. 

To dramatize the demonstration, 
another dealer has his prospect hold 
a stop-watch on him while he demon- 
strates . . . then he makes her do the 
next batch. Don’t just demonstrate 
TO the prospect . . . make them do 
some of the work. 

A leading salesman closed “hard 
prospects” by washing and drying his 
overcoat, after the usual demonstra- 
tion had failed to clinch the sale. 
While the coat was hanging up for 
its final drying he improved the time 
to get home his strongest arguments. 

A striking demonstration was that 
of the dealer who washed and dried 
thousands of dollars in old bills. The 
police guard lent authenticity. Local 
newspapers gave him much publicity. 
His bank also profited considerably 
by the advertising. 


ADVERTISING THOUGHTS 


A Spokane dealer uses fairly large 
space in local papers to combine con- 
sumer and “salesman wanted” appeal. 
In each ad on a washer or large ap- 
pliance was an insert reading: “Sales- 
men wanted to demonstrate the B—— 
Washer. Permanent work for the 
right men.” 

Another dealer prints a large cut 
of his washer in green or blue ink in 
the center of his stationery. Each mes- 
sage that goes out is typed over this 
illustration. It can't be missed. An- 
other firm features appliances down 
the left-hand margin of its letterheads. 
Another has a small flap on the left- 
hand side on which is printed pictures 
and data about laundry appliances. 
Another uses the backs of stationery 
to reproduce testimonials. Others 
make good use of the firm envelopes 
to advertise their products. 

One dealer runs a “missing letter 
contest” in local papers. Each ad of 


iis appliances nas a “typographical 
error” .. . a missing letter or mis- 
spelled word. To the first persons re- 
turning the correction, he gives an 
inexpensive merchandise prize, or an 
allowance on a major appliance. One 
of his most effective ads was headed 
“LADIES’ ONLY” and results 
showed that men as well as women 
read it. 

Another merchant runs liners in 
the society columns of his small town 
paper such as “Mrs. Henry Bingham 
is enjoying the use of her new———— 
‘asher recently installed by————.” 
Others feature “special inducements” 
such as waffle-irons, toasters, percola- 
tors, etc., offered for a limited period, 
with washer or ironer, at the price of 
the major appliance. The laundry-bas- 
ket, clothes-hamper, ironing-board and 
other laundry products are frequently 
featured as “premiums”. One dealer 
periodically gives a new electric iron 
with each new washer sold. 


SILENT SALESMAN KIT 


A quota-making salesman attribut- 
ed his success to his “kit”. This 
was a “scrapbook”. In this he col- 
lected all the information about his 
own, and competitive washers, in- 
struction books, literature, records, 
etc. He claimed there never was a 
question any prospect could ask him 
about washers he could not answer. 
His book contained articles and bul- 
letins on laundering, soap, soft and 
hard water, etc., from Good House- 
keeping, Electrical Merchandising, 
Governmental and State Bureaus and 
other authorities. re were photos 
of homes, and laundries in which he 
had installations, testimonials from 
users, sales data from the factory, etc. 


OLDEST WASHER CONTEST 


Several Western distributors and 
dealers staged an “Oldest Washer 
Contest’. A prize of a brand new lat- 
est type washer was offered for the 
“oldest motor-driven washing ma- 
chine” in the territory. Other prizes 
were offered for second and third 
eldest, and for the oldest hand-operat- 
ed washer. Important people were 
made judges. Newspapers, windows, 
bill-board and radio were used to pub- 
licize the contest. The local papers 
devoted much space to it. The local 
papers were made at a local theatre 
(which enabled dealers to give away 
tickets) and the “Oldest Washers” 
were displayed in dealers’ windows. 

One dealer tied in with an “Essay 
Contest” offering prizes for the best 
essays on washing appliances. These 
were printed in the local paper and 
the awards were made in the local 
school, the judges being the editor, 
a local home economics teacher and 
a prominent local movie actor. 

A Southern California dealer, by 
inquiry, found that one of his custom- 
ers was 84 years “young”. This led 
to a contest for the “Youngest and 
Oldest User”. A local photographer 
agreed to take free photographs of 
contestants and these were used, with 
testimonials, in local papers and on 


hand-bills and circulars. 
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The Right Slant 
For More Profit 


Electric Clocks that are authentically 
modern — styled for today by the 
eminent industrial designer, Gilbert 
Rohde. Made by Herman Miller 
craftsmen -who for many years have 
made the most beautiful clecks in 


— giving the 
dealer a larger margin plus a stead) 
turnover. Investigate the profit op- 
portunities of this complete line of 
styled electric clocks. 
HERMAN MILLER CLOCK CO. 
Zeeland, Michigan 


For Details of America’s 
Smartest Line of Clocks 
GET 

CATALOG. 


Consistent 
Campaign 


in Electrical Mer- 
chandising will help 
increase your sales 
among the worth- 
while, profitable 
dealers of electrical 
appliances — just as 
it has done for many 
other alert manufac- 
turers. 


September issue goes 
to press on August 20 
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County Performance 


from field contacts, reports and letters 
that many of our distributors have 
found the new plan of great benefit 
to them. 

When a distributor receives his ter- 
ritory map on the first of each month, 
he is in a position to visualize the 
sales performance of his territory and 
can quickly determine what counties 
in his territory are behind in sales 
results. 

A county which was yellow in Feb- 
ruary might slack up in March and 
not do a good selling job. With the 
map showing he performance through 
March before him on his desk, it 
would take the distributor only an 
instant to see that this county which 
now shows red on the map apparently 
had let up in some way, w 


“ may have gone forward under the 


stimulus of the preceding month. 
This, then, is the distributors signal 
to call his wholesale men in and see 
that the dealers in the red counties 
who are falling behind are given an 
injection of sales plans or whatever 
is needed to spur them to greater ef- 
forts during the ensuing months. 

To review a little, let us see what 
this county coverage and performance 
system does for us at the factory in 
the way of sales administration and 
sales control. In the first place, by 
presenting a view of the sales oppor- 
tunities of a given county as a whole 

-rather than as a collection of one, 
two or more communities, it gives us 
an over all picture which represents 
a thorough check of every distributors 
territory. We get the distributor to 
look upon each county not only in 
terms of the larger towns or cities, 
but in terms of the over all job being 
done in that county which includes 
the small villages and rural commun- 
ities. 

In the second place, we get away 
from the old quota idea somew 
because where we formerly handed 
him an arbitrarily established quota, 
we are now able to go to a distri 
and say, “Here is what your territory 
should produce in sales, if you do the 
kind of a job which has been shown 
to be an average for the entire country 
when figured against an average po- 
tential.” Because we do present this 
as an average expectation and not 
as a dimly hoped for super-selling 
job, we can enlist his cooperation to 
a much greater extent. 

Let me cite a few instances of what 
I mean when I say we believe this 
new county coverage and performance 
system will get us more sales as 
well as more accurate sales supervi- 
sion than our former system. We se- 
lected at random the territory of one 
distributor and painted his map ac- 
cording to our key. Here is what we 
found: 

The headquarter’s city had a pop- 
ulation of about 116,000 and the 
county which contained this city was 
painted yellow because the distribu- 
tor was doing a good retail job in his 
headquarter’s city. Another county in 
the same distributor’s territory was 
painted yellow because a dealer in 
a town of 763 people had sold a total 
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of 25 refrigerators there and in the 
territory—an excellent sales 
job when measured against potential. 
Another county showed up red on the 
map, because of the fact that it con- 
tained a town of 17,000 without a 
dealer. Yet in that same red county 
there was a dealer in a town of 727 
people who sold the excellent total 
of 15 units. This is a typical case of 
how the failure to take advantage of 
a county — shows up on the 
map despite the good work of one 
dealer in another town in the same 
county. 

Another county showed up red on 
the map and upon investigation, we 
found one town in the county with a 
population of 15,000 and yet without 
a dealer. In the same county there is 
another town with a population of 
16,000 where a dealer sold only 13 
units. Under our old system, a hasty 
look at the coverage map would 
it appear that the distributor in that 
town was doing a fifty per cent job 
because he has a one dealer-covered 
town and one without a dealer. Yet, 
measured by actual sales potential, 
the distributor was doing much less 
than a fifty per cent job. A situation 
of this kind shows up immediately on 
the new county map and we have 
some basis on w to go to the dis- 
tributor and point out where he is 
weak in his sales supervision as well 
as to give him credit where his activity 
is resulting in normal or sales 
volume. 


Checking Distributors 


We are finding that another impor- 
tant advantage in this new county per- 
formance system is that it gives us 
an exceptionally effective picture of 
how the size of our distributor’s ter- 
ritory compares with their sales activ- 
ity. We can see instantly which of the 
distributors are better able to super- 
vise sales in a larger territory. On the 
other hand, a large area covered in 
red on the map of a given distributor’s 
territory is a signal that either his 
area is too much for him or that he 
is letting his w men work too 
close to home. It is remarkable how 
many situations like this are instantly 
apparent on the map. So, if they can 
be readily seen by us, they are equally 
apparent to the distributors and we 
feel that these maps, set up accurately 
from actual sales performance, can 
do more than any amount of theoreti- 
cal argument to clear up many hind- 
rances to good sales operations. 

Whether or not the system of figur- 
ing potential, and figuring quotas and 
checking sales performance by coun- 
ties is new to American business as 
a whole, we believe that it is entirely 
new to the refrigeration industry. We 
believe, further, that if our distributors 
will follow through in a conscientious 
effort to turn their red counties yellow 
—which means that in each case they 
will be doing merely an average job 
—Kelvinator in 1935 will have the 
most widespread and effective dealer 
coverage in the electric refrigeration 
industry. 


FREE TRAY ano 
FREE TABLE MAT 


Skyrocket 
your 
August sales 


New, special pack- 
age — ideal for 
display — contain- 
ing Silex, the 
beautiful, handy 
tray, and the 
table mat. 


ERE’S a special offer that 
appeals to every woman in 
August. An electric Silex, bringing 
the simple, cool way to make sum- 
mer coffee. With this Silex you 
offer FREE a beautiful, convenient 
serving tray . .. the right size to hold 
the Silex. This tray is welcomed for 
serving summer drinks. It holds 
eight tall glasses, or six cocktail 
glasses and a shaker. Around every 
home there are hundreds of uses 
for a small tray. 
This special August offer is parti- 
cularly appealing when made by 
. the glass coffee maker 
featuring Pyrex, also a “ quick cool- 
ing” electric stove that times the 
period of coffee infusion. 
Open for a limited time only. Write 
for Use the coupon 


THE ORIGINAL GLASS COFFEE MAKER 


Exclusive features of Silex covered by more than 
30 patents 


que Mail Today 
to get in on this offer 


THE SILEX CO., Dept. EM8 
Hartford, Conn. 


Without cost or obligation send me full in- 
formation about your August offer. 
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SERVICES 


PARTS ano 
ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First line 
in small black face type). Fractions of a line count as a line. Discount of 10% if full pay- 
ment is made in advance for 4 consecutive insertions of undisplayed ads. 

DISPLAYED RATE: 1 inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. ; 
12 inches—$10.50 per in. (An advertising inch is measured verucally on one coluinn. There 
are 4 columns — 48 inches to a page) 


IRONER PADDING 


Replacement Padding For All Makes of troners 


You will find our woven cotton padding on Nationally 
known iromers, having been standard with them for 


FREE BULLETIN 


Refrigerator Parts ~~ Supplies Catalogue No. 111, 


“Dependabook.”” . 92 pages illustrated, years. Go after pad renewals. Padding ix the heart of 
and indexed. Write A The Harry Alter Co., 1728 the iromer. Ask for sample and prices. Woven Cotton 
Michigan Ave., Chicago, Ill. Products (o.. 621 3rd St. N. W. Rochester, Minn. 


CATALOG 


Refrigerator service men and dealers send for our 
catalogue No. 110 showing lowest net prices on thou- 
sands of parts and accessories for all makes. Write us 
on your letterhead today. 


The HARRY ALTER CO 


1726 S.MICHIGAN AVE. CHICAGO. ILL.USA 


8000 ITEMS FOR ALL MAKES 
DOMESTIC COMMERCIAL AIR CONDITIONING 


Sell Faster—GOODRICH ROLLS—Cost No More 


¥ 


SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 


Dealers & Repairmen-— Send for 64 Page 
— = ===> PARTS CATALOG 


AHoo 


1905 $. Rockwell St. 
CHICAGO, ILL. 


NEW ADVERTISEMENTS 


must be received by the 18th of the 
month to appear in the issue out the 
following month. 
Address copy to the Departmental 
vertising Staff 
ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York City 


ARMATURE 
REWINDING 


Write for prices and catalog 
‘We Stock Vacuum Cleaner Parts 


WILLMAN ELECTRIC 
2554 Sturtevant, Detroit, Michigan | 


» 
SCULLY-JONES CO. 


SEARCHLIGHT 
S E C T | O N “OPPORTUNITIES” 


SALES EMPLOYMENT 
BUSINESS — MERCHANDISE 
UNDISPLAYED RATE—Per word 
Positions Wanted (salaried employment only) 


DISPLAYED RATE—Per inch 


10 cents a word, minimum charge $2.00 ao 1 inch -00 per inch 
insertion, payable in advance. (See @ on 2 of 3 inches 7.80 per i 
box muambers.) 4 to 7 inches 7.60 per inch 


Rates for larger space request. Ao adver- 
using inch meas.red vertically on one 
column. There are 4 columas — 48 inches 


Positions Vacant and all other classifications 
(including Agents, Salesmen, Discributors, 
Representatives advertising), 15 cents a word, 
minimum charge $3.00 an insertion. (See ' 4 Page 

@ om box numbers.) Box Numbers—Care of Electrical Merchandis- 
Discount of 10% if full payment is made in pb New York, Chicago or San Francisco 
advance for 4 consecutive insertions of un- es count as 10 words additional in undis- 
displayed advertisements. played ads. Replies forwarded without charge. 


DISTRIBUTORS WANTED 


for 
WORRILL ELECTRIC VACUUM CLEANER 
Enclosed filter type. High Vacuum. 
Four models. Many outstanding sell- 
ing points 
Write for propemtion 


MORRILL & MORRILL 
Chureh St., New York, N. Y 


“Opportunity” Advertising: 


Think “SEARCHLIGHT” First! 


Typical “SEARCHLIGHT” Ads — and Results 


—manufacturer of small electrical appliances —manufacturer of washers wanting representa. 


wanting a Chicago renresentative—10 Re tion in a number of territories—6 Replies 
plies received recei 


—manufacturer of wringer rolls seeking national 
—advertiser offering representation in Cleveland 

ashe 

west territory on clectrical appliances — 6 and —6 


Replies received Replies received 


“SEARCHLIGHT” ads can serve you to equally good purpose 
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STATISTICAL 


BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 
Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 

Refrigerator sales in May, for the first 
time this vear, failed to exceed sales of 
last year's corresponding month. A de- 
crease of 12% will be noted in the fol- 
lowing sales estimated for the industry 
by the Edison Electric Institute on the 
basis of reports of NEMA. 

In the first five months period of 1935, 
according to the same sources, 944,054 
household electric refrigerators had been 
sold as compared with 813,571 sold in the 
same months of 1934—an increase of 16%: 


244,602 units 
. 277,988 units 
April 1935 .... . 266,931 units 
... 213,464 units 
121,636 units 
97,421 units 


Saturation, January 1935 — 6,020,000 
homes, or 29.39% of total wired homes. 


VACUUM CLEANERS 

For the fifth month in succession this 
vear, May sales of floor and hand-type 
vacuum cleaners were ahead of last May. 
Floor cleaners were up 12.1%; hand clean- 
ers, 25.7%. 

In the first five months of 1935, 378,871 
floor cleaners were sold—or 22.9% more 
than the 308,200 sold in the same period 
of 1934. Sales of hand cleaners in the first 
five months of this year totaled 129,387, 
or 42.7%, above the 90,668 sold last year— 
according to reports of the Vacuum Cleaner 
Manufacturers Association : 


MAY 1935 ...... 73,086 floor cleaners & 
27,321 hand cleaners 
65,213 floor cleaners 


21,738 hand cleaners 


WASHERS 
Figures furnished by the American Wash- 
ing Machine Manufacturers Association 
indicate a drop of 11.3% in electric washer 
sales of May 1935 compared with last 
May, and a decrease of 9.5% in sales of 
June 1935 compared with June of a year 


ago. 

For the first six months’ period, washer 
sales totaled 602,428 electric machines, or 
3.3% less than sales of 623,199 electric 
washers in the same period of 1934: 


JUNE 2995 ............ 79,455 washers 
87,770 washers 
100,524 washers 
121,456 washers 
121,604 washers 
February 1935 ......... 99,246 washers 
80,143 washers 


Saturation, January 1935 — 9,439,600 
homes, or 46.0% of total wired homes. 


WATER HEATERS 

NEMA reports an increase of 40.6% in 
water heater sales by its member com- 
panies for May of this year compared 
with last May. This is the fifth month 
of 1935 for which manufacturers have re- 
ported increases in sales of water heaters 
compared with similar months of last year. 

Total sales for the first five months of 
1935 have amounted to 24,912 water heat- 
ers—68.5% greater than the 14,781 sold 
in the same period of 1934: 


8,655 units, valued® at 
$420,033 

May 1934 ...... .. 6,157 units, valued at 
58,923 

epee 6,458 units, valued at 
$312,611 

March 1935 ...... 4,715 units, valued at 
$226,149 

February, 1935 ... 2,700 units, valued at 
$129,362 

January 1935 ..... 2,384 units, valued at 
$106,209 


*Manufacturers’, not retail, value. 

These figures represent sales of storage 
water heaters, side-arm and auxiliary heat- 
ers, and accessories and parts. 


GAS ENGINE WASHERS 

With sales of gas engine washers ahead 
28.0% in May and 83.6% in June, over 
corresponding months of last year, the first 
six months of 1935 closed with sales to- 
talling 93,884 gas engine washers—46.2% 
higher than the 64,202 gas washers sold 
in the first half of 1934: 


JUNE 1935 ... 14,898 gas engine washers 
June 1934 ...... 8114 gas engine washers 
MAY 1935 ....17,988 gas engine washers 


May 1934 ...... 14,053 gas engine washers 

April 1935 |... .19,322 gas engine washers 

March 1935 . 18,139 gas engine washers 

February 1935 . .13,758 gas engine washers 

January 1935 ... 9,959 gas engine washers 
IRONERS 

Ironer sales in May and June 1935 
stepped ahead of similar months of last 
vear by 40.7% and 30.1% respectively, 
according to figures released by the Ameri- 
can Washing Machine Manufacturers As- 
sociation. 

Sales for the first six months of 1935 
totalled 68,780 household electric ironers 
—an increase of 12.1% over sales of 61,- 
319 machines in the same period of 1934: 


8,312 ironers 
14,101 ironers 
54452 10,020 ironers 


March 1935 ..... 
February 1935 ........... 10,021 ironers 
8,031 ironers 

Saturation, January 1935—905,000 homes, 

or 44% of total wired homes. 
OIL BURNERS 

In keeping with earlier months of 1935, 
May sales of domestic mechanical draft 
oil burners were greater than sales of last 
May—by 13.5%, according to reports of 
160 manufacturers to the Department of 
Commerce. 

In the first five months of 1935 Mihese 
manufacturers have sold a total of 24,460 
household mechanical draft oil burners, or 
25.4% more than 1934 sales of 19,509 
units for the same period: 


. 10,808 ironers 


7,507 shipped in U.S. 
eee 6,612 shipped in US. 
6,589 shipped in U.S. 
March 1935 .. 4,130 shipped in U.S. 
February, 1935 ..... 3,145 shipped in U.S. 
0935 ...... 3,089 shipped in U.S. 


Saturation, January 1935—836,495 homes, 

or 4.1% of total wired homes. 
STOKERS 

Among residential stokers using less than 
100 Ibs. of coal per hour (Class 1), sales 
of 84 manufacturers—reporting to the De- 
partment of Commerce—mounted 88.9% in 
May 1935 over May 1934. The same 
manufacturers sold a total of 6,060 fesi- 
dential stokers in January to May of this 
year, or 75.6% more than the 3,452 sold 
in the first five months of 1934. 

Sales of apartment house and small 
commercial stokers (capacity 100 to 200 Ibs. 
an hour—Class 2) by 63 manufacturers in 
May were in excess of last May’s sales by 
25.9%, while the first five months’ period 
ended with sales 42.7% ahead of com- 
parable months of last year. 

Of stokers for general commercial heat- 
ing purposes and small high pressure steam 
plants (capacity 200 to 300 Ibs. of coal 
per hour—Class 3), 53 manufacturers re- 
ported an increase in May Sales of 46% 
over last May, and a 5% increase in total 
business for the first five months of the 
year compared with last: 

Class Class Class 


1 2 3 
MAY 1935 1,704 107 41 
May 1934 902 85 28 
April 1935 1,046 83 33 
March 1935 955 84 37 
February 1935 1,113 107 48 
January 1935 1,241 147 6l 


ist Five Months 1935 6,060 528 220 
Ist Five Months 1934 3,452 370 210 


AUGUST, 1935—ELECTRICAL MERCHANDISING 


— 
| 
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HERE’S more profit for the dealer who concentrates on 
ONE line of refrigerators. Sales effort is centered. Manufac- 
turer cooperation is protected. Stock turnover is much greater. 


General Electric makes a complete line of refrigerators—any style, 
any size, any price. The G-E refrigerator dealer has no need for 
other lines to complete his price range or display. His stock 
turnover averages 12 times a year instead of the usual 6 or 7. 


The General Electric refrigerator line has everything the 
prospect wants—unequalled performance—low operating 
cost — distinctive styling —all-steel cabinets—every practical 
convenience feature—and the famous General Electric sealed- 


GENERAL ELECTRIC 


ALL-STEEL REFRIGERATORS 


in-steel mechanism with 5 Years Performance Protection. 


In addition to refrigerators General Electric manufactures the 
only complete line of electric home appliances— ranges, dish- 
washers, water heaters, clothes washers, vacuum cleaners, 
ironers. All are PLUS values to the G-E refrigerator dealer. 


This is the Age of Electrical Living and the General Electric 
franchise gives you EVERYTHING necessary to supply the 
needs of every wired home in your community. Where could 
you find a better opportunity? Write or wire NOW while 
it is still open to you. General Electric Company, Specialty 
Appliance Dept., Section DE8, Nela Park, Cleveland, Ohio. 
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BUILDS THE WHOLE PICTURE AROUND THE DEALER 


Between product and consumer stands the dealer, 
in Kelvinator’s estimation the most important cog 
in the machinery of modern merchandising. Obvi- 
ously no manufacturer can succeed without a strong 
dealer set-up, and that is why Kelvinator builds its 
whole picture around the dealer. 


Product 
There are many models, sizes and prices in the 
Kelvinator line because they are necessary to give 
the dealer 100% market coverage. Constantly we 
carry on the business of improvement and refine- 
ment to meet consumer requirements and to mini- 
mize the dealer’s selling and service problems. 


Selling 
Kelvinator does not leave the entire matter of selling 
to dealers. Instead, for every month of the year 
and for every type of dealer outlet, there are tested 
Kelvinator selling plans, promotions, and materials. 
We prove our interest by helping the dealer sell— 
by helping him gain new prospects. 


KELVINATOR 


Advertising 


Year after year a powerful local and national 
advertising program carries the story of the oldest 
domestic electric refrigerator to people from coast 
to coast. The sole aim of that advertising is to 
create preference for Kelvinator and to send cus- 
tomers to Kelvinator dealers. 


Financing 
Through its own REDISCO organization Kelvin- 
ator simplifies the time-selling operations of its 
dealers, offering the closest possible cooperation 
every step of the way. 


An Eye to Tomorrow 


Kelvinator has not leaped wildly into related mer- 
chandise, but has carefully developed its position 
in such associated fields as automatic heat, electric 
ranges, and air conditioning. In such developments 
Kelvinator considers the needs of the dealer para- 
mount in whatever it does. Kelvinator is proud of 
the distinction and value which characterizes the 
Kelvinator Dealer Franchise. Inquire for complete 
particulars. * * * KELVINATOR CORPORA- 
TION, 14250 Plymouth Road, Detroit, Michigan. 
Factories also in London, Ontario, and London, 
Englana. 


+} 


